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At this receiving terminal, two Brodie 
Model B-203 BiRotor Meters, connected in parallel, 
have handled 55,500,000 bbls. of crude, as of earlier 


this year. The total maintenance cost to date, includ- 


ing routine inspection, was only $352.00. Automated 
receiving, metering, and storage operations are moni- 
tored from a central control room, where Brodimatic 
remote ticket-printing counters permit automatic 
switching each time a new tender arrives. Thus, the 
constant attendance of an operator is not required. 

This is another example of how Brodie BiRotors 
help keep costs down. You can save by standardizing 


on BiRotor Meters—the standard by every comparison. 


REPRESENTATIVES WITH STOCKS AND SERVICE 





...-two B-203 Meters on Union Oil Com- 
pany crude line receiving facilities, 
Oleum Refinery, near San Francisco, 
California 
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from one dependable source 


For over 36 years Ethyl] has 
worked toward one end: to 
help oil refiners produce bet- 
ter, more efficient petroleum 
products at less cost. 

In pursuing this goal, we have 
developed a broad line of 
chemicals—each designed to 
answer a specific petroleum 
product or process need. 
Antiknocks? We provide a 
choice of six—TEL, TML, 
three mixed lead alkyls and 
Motor 33 Mix, a manganese- 
lead antiknock. 
Antioxidants? Ethyl’s line is 
growing steadily . . . now in- 





ETHYL CORPORATION, new york 17, N.Y. - 


cludes 702 for crankcase oils 
in gasoline and diesel engines, 
automatic transmission fluids 
and industrial oils; 703 for 
greases and synthetic jet-en- 
gine oils; 733 for gasolines, 
jet fuels, industrial oils .. . 
plus a new antiwear agent 
and oxidation inhibitor for 
lube oils, “Ethyl” Antioxidant 
ZDP (zine dithiophosphate) . 
Other additives? Three phos- 
phorus compounds—ICC 1, 
ICC 3 and ICC 4, all effective 
in controlling surface ignition 
and spark plug fouling. Also 
Multi-Purpose Additive, an 





TULSA - 


economical detergent, anti- 
icing, anti-corrosion agent. 
Add a diesel ignition improver, 
an effective cetane improver 
for diesel fuels . . . also for 
gasolines—a metal deactivator 
and a full range of oil soluble 
dyes in powdered, flaked, bead- 
ed or granulated form. 

These and other Ethyl prod- 
ucts are backed by complete 
technical service . . . service 
that helps refiners make prod- 
ucts more effective, more eco- 
nomical, better able to build 
sales in today’s highly com- 
petitive markets. 


CHICAGO - LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO’ ETHYL USA (EXPORT) NEW YORK 17, N.Y. 
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can do a 
job for 
You | They certainly can if you have any hose 


or pipe connections. Whether you 
handle liquids or dry products, OPW 
Kamloks are the fastest, safest, surest 
hose and pipe couplings known. 

FASTEST—Simply slip the coupler on 
the adaptor and press the two arms 
down .. . you've made a tight, leak- 
proof connection. 

SAFEST—OPW Kamlok connections 
are made without twisting, kinking or 
straining hose and piping. 

SUREST—Cam Arms hold connection 
perfectly tight. No threads or lugs to 
engage—no extra tools required. 
And—OPW Kamloks are... 

available in a variety of styles. One 
style will sylve your connection prob- 
lem. 

available in aluminum, bronze, monel, 
semi-steel, and stainless steel with a 
selection of six gasket materials. One 
combination of metal and gasket will 
handle your product in the best, least 
expensive way. 

available in a variety of sizes .. . 
from %” to 6”. 

There’s an OPW Kamlok just right 
for you in style, materials, and size. 
When you need the fastest, safest 
surest coupling known, GET OPW KAM- 
LOKS. More information available in free 
Catalog F-10-R. Write for your copy. 
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aca a OPW corPoRATION 2735 COLERAIN AVENUE | CINCINNATI 25, OHIO 


VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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Tie in headlamp sales with your regular service work. 
Check headlamps before you start that lube job. Replace 
broken headlamps and burnouts when the car’s on the 
rack. It takes only a few minutes to install a pair of 
Vision-Aid Headlamps . . . a few minutes to rack up 
extra profits! 

Vision-Aid Headlamps — initial equipment choice of 
leading car manufacturers — insure these extra profits. 
Vision-Aid Headlamps provide the kind of illumination 





your customers should have: sharper, more accurate low 
beams directed down the right side of the road, away 
from oncoming traffic . . . distance-devouring high beams 
that provide greater visibility on the open highway... 
and long, reliable service. 

Insure your service work and your profits. Tell your 
supplier to make ’em Vision-Aid Headlamps. Automotive 


Products Division, Tung-Sol Electric Inc., Newark 4, 
New Jersey. 


The only complete automotive lighting line 


MINIAT UF 
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Behind Our Headlines 





Friend They Can Call On 

CINCINNATI JOBBER visiting New York City suf- 

fered a heart attack and was rushed to the Lenox 
Hill hospital, where he contemplated lonely isolation in 
a city of 8-million ogg He felt as though he had 
been cut off from the world, 
because his world was oil mar- 
keting. 

He called NPN and asked if 
a current copy could be sent 
over so he could keep up with 
oil-marketing developments. 
Jane McCann, the NPN girl 
who received the call, said of 
course, with pleasure. 

Jane was touched by the 
jobber’s misfortune, and re- 
lated the incident to Carolyn DeWitt, who edits the 
personals section (About Oil People). Together they 
decided to add a personal touch in complying with the 
request from the unfortunate stranger. They bought a 
basket of fruit and dispatched it by special messenger 
to the hospital with copies of NPN and a card of sym- 
pathy signed by NPN staffers. 

A “thank you” card came back, addressed to “Jane 
McCann and Associates” and bearing this message: 

“Miles may separate your subscribers, but never kind- 
ness. The fruit was delicious. Thank you so much for 
being so thoughtful to an old oil man. (signed) Melvin 
Stillpass.” 

We like to think our readers feel that in NPN they 
have a friend they can call on. 


NPNers DeWitt, McCann 


Exclusive Information, Fast 
_ EXAMPLE of speed in handling articles for 
a monthly is the piece on DX’s fancy, new-concept 

station in Tulsa (page 90). 

The formal opening was scheduled for December 15. 

Marvin Reid went to Tulsa from his Dallas bureau 
just before the opening, obtained complete information 
about the station, arranged for extensive picture-taking, 
and interviewed Stan Breitweiser, DX president. 

The material, hustled back to New York for this issue, 
contains much exclusive information. 


New High in ‘61 

= HE SCHEDULE of special NPN reports has been laid 
out for 1961, and it contains a lot of real block- 

busters. 

We intend to continue our series on pricing and pric- 
ing philosophies. In fact, there’s some late information 
on West Coast pricing in this issue (page 21). 

We plan to conduct studies on jobber operations, and 
will present our findings later in the year. Included will 
be a report on the future of the jobber. 

Whether business is better, worse, or the same, you 
can be sure that NPN’s editorial service to you will hit 


a new high in 1961. 
Craw Recece 


Editor 














More cars than ever have to be 


A few months ago major car manufacturers began turning out 1961 
models lubricated with molybdenum disulfide greases . . . and, in 
some cases, advertising the point that these models will not have to 
be lubricated until 30,000 miles. 


The important fact is: FUTURE LUBE JOBS ON THESE 
CARS WILL HAVE TO BE DONE WITH A GREASE CON. 
TAINING MOLYSULFIDE.® 


Not only is Molysulfide being used in new cars designed for this 
semi-permanent lubrication, but it is also being used in some factory- 
filled cars with conventional lubrication systems. 


Experience in both controlled laboratory tests and in countless 
road tests—under the toughest driving conditions—has shown that 











greased with “Moly” Grease 


cars greased with a 3% “Moly” Grease have definitely provided easier 
steering, more comfortable driving and quieter riding. Car owners 
who have had “Moly” Grease jobs have flatly stated they could feel 
the difference. This means the 61,500,000 cars on the road today 
can be better serviced with “Moly” Grease, too! 


For more information on how your dealer outlets can be ready for 
consumer demand that is being created for multi-purpose “Moly” 
Grease, write to 


wowmon CLIMAX MOLYBDENUM COMPANY 


a division of American Metal Climax, Inc. 


1270 Avenue of the Americas, New York 20, N.Y. 





When your a i i S. a representative He'll tell you all about the new and extra advantages of 


signing up with “U.S.” About the advantages to you of 


bd 
comes to see you, he ll be our Original Equipment position. About the benefits to 
carrying details of the hottest TBA you of our huge “U.S.” Research Center. About the many 


new and different merchandising plans we have for the fast- 
program in the U.S.A. moving ’60s. 
He can promise you extra volume. He can help you reduce 
Be sure to see him. And listen to his story. For he wants to _ dealer turnover by making service station dealerships more 
tell you about a new, up-to-date, realistic TBA program that profitable. 
will make an awful lot of sense to you. And so, more money in the till. In the bank. In the bag. 
*" Low Profile” is United States Rubber Company's trademark for its lower, wider shape tire. 


U.S.ROYAL LOW PROFILE TIRES 


IkjUnited States Rubber 


Rockefeller Center, New York 20, N.Y. 





NATIONAL PETROLEUM NEWS °* January, 1961 





Wace 


Meenan’s gas-to-oil conversion is praised . . . 
Area pricing plans viewed with interest— 
and hope .. . Tests for burner servicemen 


To THE EpiTor: 

I just read your article on “How to 
Swing Gas Users to Oil” (NPN—Dec. 
p92). I have heard Bill Kenny tell this 
story once or twice, and I am quite 
impressed by his achievement. Also, 
some of the problems that have been 
thrown in his way by public officials at 
someone’s behest concern me _ very 
much. 

It is very gratifying to me to know 
that we have a man in our industry 
who is willing to analyze a situation 
and spend enough money to come up 
with an answer to it. I think Bill Kenny 
has done a great service to the entire 
oil-heat industry. 

FRANCIS J. SCHUSTER 
Executive Vice president 
Troy Oil Co. Ince. 
Indianapolis, Ind. 


> That was an ex- 
cellent article you 
had on our gas 
conversion _ pro- 
jects at Levit- 
town, N. J. Ac- 
tually, our target 
date is Jan. 15, 
not Jan. 1, 1961. 
Our target date 
for reaching 300 
is now Dec. 19. 


W. F. KENNY Jr. 
President 
Meenan Oil Co. 
New York, N.Y. 


Kenny 


(See also page 81) 


mI think that the inspiration Bill 
Kenny has given the industry with his 
conversion of gas furnaces to oil heat- 
ing has been terrific. 

We have been so regulated by law- 
yers who haven't known how to say 
anything but no to a new idea, plus 
being hamstrung by those who are 
afraid to make an error before their 
retirement date, that generally the in- 
dustry has been hog-tied. 

As you well know we are being 
killed with expert advice and caution. 
I think that Bill Kenny deserves every 
bit of praise we can give him. His plea 
for a united industry along with Lenny 
Marshman to the fuel-oil committee 
should be taken seriously by the entire 
petroleum industry. 


Seven years have gone by since 
it was realized at the dealer level that 
it was necessary to close ranks and 
do battle with the utilities. Their give- 
away programs have put them in a 
position to out bid any oil-heating 
equipment or fuel dealers. 

It all goes to prove what has been 
said so many times—if you have the 
desire and the money to back it up, 
miracles can be worked. 

J. HoLuis B. ALBERT 
President 

Operators Heat Inc. 
Baltimore, Md. 


>I want to congratulate you for pub- 
lishing the Meenan Oil Co. story in the 
December issue of your fine magazine. 

While many of us in the heating oil 
industry are familiar with Bill Kenny’s 
undertaking, this is a real story that 
should be told throughout the industry. 
No finer media than your magazine 
could be chosen for this purpose. 

This presentation is a strong testu- 
mony that an effective approach to gas 
competition can be mustered if those 
involved in preserving heating-oil 
markets have a deep-rooted interest in 
putting up a fight to protect their 
income. 

I do not mean to imply that the task 
will be easy, but your article certainly 
points out that it can be effectively 
done by men of courage and foresight. 

C. E. KRAMB 

Advisor 

Home Heating & Farm Markets 
Gulf Oil Corp. 

Houston 


> Bill Kenny was indeed fortunate to 
have the cooperation of Iron Fire- 
man’s Dick Wright in providing the 
heretofore unavailable burner package 
in his campaign to convert Levittown, 
N. J. to oilheat. 

It can be assumed most manufac- 
turers selling gas equipment would 
think long and hard before initiating 
this bold experiment so likely to incur 
the wrath of A.G.A. 

Long before 1,000 Levittown homes 
change from gas heat, the whole situa- 
tion will be scrutinized by the A.G.A. 
with the aim to devise additional 
roadblocks. 
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in coupler and assures 


Adapter and Coupler 


EVER-TITE 


Superior quality forged body 


—precision machined 


Uniform wall thickness (7am 
—ne weak spots —_, Be) 


Extra heavy reinforcing rim 


Larger diameter cam ears 


for longer service life 


Hi-Strength 


forged 
handles 
—greater 
economy 
longer 
service 

Uniform heavy 

wall thickness a 
—no weak spots \ 


Recess retains gasket Superior quailty fesged Rady (} 
— precision machined 


proper placement —accurate tolerances 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 
Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
Adapter EVER-TITE. 

and The EVER-TITE 
Coupler : trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Stondard 


EVER-TITE 
Shank 
Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 


9 




















Because your 

public image often 
depends on 
another’s product... 


Ken Richcreek, AP Sales Manager, 
discusses service station muffler 
business from your point of view. 


Because your public image often depends on another's product, 
you're forced to keep an appraising eye on everything you sell. 
When a motorist drives away from one of your service stations 
with a new muffler, for instance, it’s very important that the 
muffler do a good job for a long time. If it doesn’t, your company 
and your dealer get the blame. 


So it’s just good business to link your respected brand name only 
with other brands that measure up to your standards. AP mufflers 
do precisely that. Corrosion is a muffler’s big bugaboo. AP fights 
it with coated steels, thicker steel (22.4% more steel on the 
average than competitive makes), and unique ‘‘Dri-Flow’”’ design 
that fights condensation. What’s more, AP enables your dealers 
to install mufflers in only 15 minutes. How? AP’s new and 
exclusive pneumatic muffler gun. 





Thus, with AP, your dealers can offer the finest muffler and genu- 
inely swift service—both essential in developing customer loyalty. 


THE AP PARTS CORPORATION 
22N AP Building, Toledo 1, Ohio 


WORLD'S LARGEST MANUFACTURER OF REPLACEMENT MUFFLERS 





Since Kenny’s singlehanded fight is 
bound to have far-reaching effects on 
the battle for fuel markets, it is to 
our industry’s shame that we do not 
have a united and effective trade or- 
ganization to back him up. 

ROBERT LYNCH Jr. 
Secretary 

Oil Heat Association 
P. O. Box 344 
Hartford, Conn. 


>The article on Meenan’s conversion 
jobs was very, very interesting indeed. 
I scrutinized every line. 

I only wish we would have the same 
opportunity here in the Cleveland mar- 
ket, and that we wouldn’t have to sell 
heating oil at about 9.5¢ gal. in ordei 
to be competitive with the gas utility. 

E. F. MARQUARD 
Manager 

Heating & Burner Dept. 
Allied Oil Co. 
Cleveland 


PLike a flock of birds, we are flying 
off in a hundred directions while the 
utility fuels laugh and pick off as 
many as they need to keep their ex- 
pansion plans on schedule. 

The only medicine that will cure 
this sick industry is a massive dose of 
product development and merchandis- 
ing. The only source with enough 
money to buy the brains required will 
be a strong national instrument of 
competition. The longer we wait, the 
longer and more expensive it will be- 
come to regain our competitive posi- 
tion. Shortly it may be too late to do 
other than slow the decline. 

The time is now! 

FRANK W. CaADy 

Managing Director 

Oil Heat Institute of Rochester Inc. 
Rochester, N. Y. 


Motor-Oil Change 


>] read in the article “Needed: Hypo 
for Oil Sales” (NPN—Nov. p115) 
that “The industry is still looking for 
a sure-fire way to sell motor-oil 
changes to the public, a new NPN 
survey reveals.” 

Although you carried a short arti- 
cle on it, this statement makes me 
wonder if you did not miss the point 
of R. Cubicciotti’s report to the API 
lubrication committee last May en- 
titled “The Only Road to Increased 
Motor-Oil Sales—What the Motor-Oil 
Study Panel Has Learned in the Past 
Two Years.” 

In May, Mr. Cubicciotti reported 
on many things that the industry was 
doing and could do, both on a co- 
operative and individual company 
basis, to increase motor-oil sales. 
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However, the substance of his talk 
was that there is no one way to in- 
crease motor-oil sales—every com- 
pany has to do its part by promoting 
and advertising oil changes, by edu- 
cating its own company employes, 
and by better training of service-sta- 
tion dealers and their employes to 
solicit motor-oil changes. 

In other words, companies that are 
looking for a single “sure-fire way to 
sell motor-oil changes to the public” 
are looking for something that prob- 
ably does not exist. The problem lies 
only partly in automobile manufac- 
turers’ extended oil-change recom- 
mendations in the car owners’ manu- 
als. The rest depends upon hard work 
by the oil companies. 

J. B. MCNALLEN 

Marketing Assistant 
American Petroleum Institute 
New York, N.Y. 


Triple S station in Massachusetts 


Tri-S Prices Clarified 


Plt was a surprise and a delight to 
see our station and operation pic- 
tured in the October issue of NPN 
(p20). The statement “Gasoline sells 
from 2¢ to 4¢ under competitors” is 
not the full truth. 

We try to set our price at 2¢ under 
nearby major dealers handling 
stamps, which means we are a net of 
1¢ under. Here at headquarters we 
are selling at 26.9¢ with no giveaways, 
Gulf is 26.8¢, Mobil 28.9¢ with S & H 
stamps, and Shell 28.9¢ giving away 
cut glass. On the Cape we were 27.9¢ 
with Sun dealers at 28.9¢. 

Your estimated gallonage is far 
from the facts. You must have esti- 
mated a preholiday volume and multi- 
plied by 31 days to arrive at that 
magnificent volume. 

Our real sales gimmick is as you 
describe it: Attractive clean outlets 
with the best island service in the 
business. We find it takes just as much 
time and effort to keep up on stand- 
ards as do the majors (and how well 
I remember that problem). 

We are very proud of our opera- 
tions and most happy to see it pic- 
tured in your grand magazine. 

THOMAS J. GRIFFIN 
President 

Triple S Inc. 
Abington, Mass. 


Wide-Area Pricing 


“Wide-Area Pricing—What It 

Means to Marketers Today” (NPN— 

Nov. p98) is a most interesting re- 

port, and it is my hope that this is 

only the beginning of many changes 

to come in product pricing by the 
integrated companies. 

E. K. BENNETT 

E. K. Bennett Inc. 

Longview, Tex. 


PAs the article pointed out, wide- 
area pricing is not a cure-all, al- 
though it is a step in the right di- 
rection. Individual circumstances in 
individual areas will dictate how ef- 
fectively the program will function. 
EDWARD W. LANG 

Vice President 

Cities Service Oil Co. 

New York, N.Y. 


Truck Weight 


PWe consider “Cutting Weight Hikes 
Payload” (NPN—Nov. p130) another 
very excellent article tailored to the 
needs of a major segment of pe- 
troleum marketing. Certainly it was 
timely in our case, aS we are now 
having a close look at the compara- 
tive merits of steel versus aluminum. 
Through articles such as this one, 
much valuable information is widely 
disseminated among those having a 
direct interest and need for it, with 
the net result the industry over-all 
benefits appreciably. 
R. C. MATHEWS 
Marketing Department, Engineering 
Humble Oil & Refining Co. 
Humble Division 
Houston 


Phillips Moves North 


Re your article Nov. issue, page 78, 

“Phillips Moves North.” We will mar- 

ket through jobbers. No direct market- 
ing planned. 

N. W. O’HAVER 

Division Manager 

Phillips Petroleum Co. 

Raleigh, N. C. 


NPN regrets a typographical error that 
changed the sense of the line in question. 
It should have read, “Phillips will not 
market directly—only through jobbers.” 


Price-Consciousness 


While the majority of motorists are 
not highly price-conscious, there is an 
important minority that is. This minor- 
ity switches rapidly from station to 
station as they find a lower price and 
produce rapid volume shifts in re- 
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sponse to price, particularly in selected 
areas. This minority of relatively “dis- 
loyal” buyers can have a profound 
influence on actual retail pricing in a 
given market. 

Perhaps because of the rapidity of 
the buying shifts of the minority group, 
there may be a tendency for market- 
ing people to greatly overestimate the 
real importance of price to the aver- 
age motorist. 

R. P. FERGUSON 
Economic and Marketing 
Research 

Esso Standard Div., Humble Oil & 
Refining Co. 


Manager, 


Retreader Connable 


Jobber Enterprise 


“How a Jobber Found a Bonanza 
in the Retread Business” (NPN—Oct. 
p122) and other articles of this na- 
ture will do much for the jobber seg- 
ment of the oil business. 

I know many men who have taken 
what God gave them and, in appreci- 
ation for having been born under this 
wonderful _free-enterprise system, 
have carried it out to the utmost. 

Connie Connable belongs in this 
group. You and your publication are 
to be complimented for making his 
story available to those whose dreams 
are to become a reality as well as 
to those who may have proceeded 
to give up in despair and needed a 
lift. 

LeRoy SCHNEIDER 
President 

Schneider Oil Co. Inc. 
Salem, Va. 


Tests for Burner Men 


>The article “How Good Are Your 
Burner Men?” (NPN—Nov. p1i0) is 
excellent. The program is of great 
importance to the oil-heating indus- 
try, and coverage in NPN is perti- 
nent. 

NPN has been doing a fine job for 
the heating-oil business in the last 
several months, and some of your 
articles we discussed at last week’s 
Carmel, Calif., meeting of the North- 
west regional advisory committee— 
much to your credit. 

Av Loucks 
Home Fuel Oil Co. 
Salem, Ore. 


11 





~ ~DELCO-REMY 

| |GNITION PARTS 
JO RESTORE. 
NEW-CAR 
PERFORMANCE, 





SPEED SERVICE, 
INCREASE 
PROFITS! . 








January, 


1961 


* NATIONAL PETROLEUM 


NEWS 


Here’s opportunity for you! A national trade magazine* 
survey shows that 84% of the cars on the road today 
need some kind of ignition work. Just take a quick look 
under the distributor caps of your customers’ cars, and 
when you spot trouble, suggest a complete tune-up— 
replace worn ignition components with Delco-Remy parts. 


Why Delco-Remy? Because they are the quality ignition 
service parts for all popular American cars and light 
trucks. They’re ready to install, and make ignition sys- 
tems perform like new. And new packages make these 
Delco-Remy parts easier to stock, identify and sell. 


designed and built of highly dielectric, shock 
and heat resistant materials, and feature voltage- 
saving internal ribs. 


1 DELCO-REMY DISTRIBUTOR CAPS are 


DELCO-REMY CONTACT SETS are factory- 
adjusted and aligned for quick, easy installation. 
Heat-sealed, moisture-proof packages protect 
contact sets against dirt and oxidation. 


strength with minimum weight and superior 
balance to assure smooth rotation at slow 
or turnpike speeds. 


DELCO-REMY CONDENSERS assure cor- 
rect electrical capacity and resist voltage break- 
down. Hermetic seal keeps out harmful moisture, 
oil, and vapors. 


E} DELCO-REMY ROTORS combine maximum 


Delco-Remy electrical parts are available at car or truck 
dealers, or through the United Motors System. 


*MOTOR—June, 1959 


Delco-Remy 
electrical systems 


ay FROM THE HIGHWAY TO THE STARS 


DELCO-REMY ¢ DIVISION OF GENERAL MOTORS ¢ ANDERSON, INDIANA 
MOTORS 
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pays for itself every 11 months!”’ 


“Our modern National System paid for 
itself in less than one year, and also 
provides many other benefits. 

“Take its speed, as an example. Pre- 
viously, we lost lots of time writing out 
sales receipts. With a National System, 
we get these receipts in a matter of sec- 
onds...and they’re much neater, too. 

“Our National System also saves us 
time in cash balancing. It retains all 
vital sales figures on itemized, locked-in 
control totals. These totals are obtained 
in an instant for immediate cash con- 
trol. Furthermore it is always accurate. 








EARL L. KLINE, OWNER of Bud 
Kline’s Atlantic Service Station. 


MODERN EXTERIOR of this 
efficient Ohio service station. 


“Our G@lational Incentive-Plan System 


saves us 2,900 a year... 


Today, we have complete confidence 
that each transaction is totaled correct- 
ly—without mental mistakes. 

“Our National System saves us $2,950 
a year... pays for itself every 11 
months, It’s tops in efficiency for our 
service station.” 


S60 Kho 


Owner of 


Bud Kline’s Atlantic Service 


THE NATIONAL CASH REGISTER COMPANY, pvayton 9, Ohio 


1039 ‘OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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—Bud Kline’s Atlantic Service 


Bay Village, Ohio 


Your service station, too, can benefit 
from the many time- and money-saving 
features of a National System. Nationals 
pay for themselves quickly through 
savings, then continue to return you a 
regular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask us about the National 


Maintenance Plan. (See the 


yellow pages in your phone 
*TRADE MARK REG. U. &, PAT. OFF. 


book.) 
National * 


CASH REGISTERS 
ADDING MACHINES * ACCOUNTING MACHINES 
ELECTRONIC DATA PROCESSING 
wer Paper (No Carson Reauirtp) 
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Money-Making Ideas 


Credit-card drivers 
get special thanks 
... Dealer minds kids 


OUT-OF-STATE motorists who use 
their credit cards at a Sohio dealer’s 


station in Youngstown are pleasantly 


surprised when they return home. The 
dealer makes a practice of mailing a 
postcard—complete with an_ aerial 
view of his station—-to the motorists 


home address to thank him for his 


patronage. 


$ 


TRADE-IN BATTERIES are bring- 
ing a neat profit to a Conoco dealer 
in Temple, Tex. After being cleaned, 
recharged, and tested, the batteries 
were sold for $5 with a six-month 
guarantee. If they failed, customers 
paid only 80¢ for each month the bat- 
tery was used. The _ reconditioned 
batteries are also rented for 10¢ a 


day plus 25¢ for installation. The rent- | 


al deal appeals to old-car owners. 


$ 


AN ELECTRIC BUFFER is paying 


off for another Conoco dealer. He 
checks the finish of all cars entering 


the driveway, and suggests a quick | 
polish if it needs it. Last year an aver- 


age of 30 cars a month brought him 
an extra $300 in income. 


$ 


A DEALER located near a busy shop- 
ping center worked out an extra ser- | 


vice for his women customers. He 
set up a small play area and fenced 
it in. Women motorists deposit their 
moppets (3 to 6 years old) while they 
shop. When the “cage” gets crowded, 


the dealer has his wife come out and | 


supervise it. 


$ 


FORTUNE COOKIES and hand lo- 


tion for the ladies are two unusual 
giveaways that are boosting sales for 


Mobil dealer Richard Kaku in Los | 


Angeles. He backs them up with lolli- 
pops for the kids. 


$ 


HERE’S A TIE-IN with a local used 
car lot: Each new customer gets five 
gal. in his tank plus a coupon re- 
deemable for five more at a local sta- 
tion. The station thus gets first crack 
at a potential steady customer. 


$ 








“OIL KING” 


lar 


SUCTION 


DISCHARGE 


BOUGHT Zzac BECAUSE OF ITS GOODALL 


LABEL... BOUGHT Cgacre amd Again 


BECAUSE OF EXCEPTIONAL SERVICE 


Smooth Bore. “Synplastic’® Tube and Cover. 
Wire-Reinforced High Tensile Fabric Carcass. 
Sizes 4" to 12" |. D. Maximum Lengths of 50 Feet. 


“If it’s GOODALL, it MUST be Good!’ 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 e HOSE - BELTING - FOOTWEAR - CLOTHING 
\ AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL 2ibber Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 
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Bob Lenhardt (left) and Frank Coates (center) of Cooper Distributing Co., St. Louis, listen as salesman 
Jim Courtney points out the high-profit features of the Cocper Safety-Premium nylon tire. 


‘Tire sales showed spectacular growth 


our first year, doubled the second”’ 


Cooper is the franchise of opportunity 
for the Cooper Distributing Company 
of St. Louis. This independent tire 
dealer reports spectacular increases 
in retail sales since taking on the 
complete and modern Cooper line. 
Partners Bob Lenhardt and Frank 
Coates give Cooper salesman Jim 
Courtney a full share of credit for the 
rapid and continuing growth of Cooper 
Distributing’s retail tire sales. They 
say, “Jim is like a third partner to us, 
and has contributed substantially to 
our success in the highly competitive 


St. Louis market. His determination to 
build our business has never been 
matched in our long experience with 
supplier salesmen.” 

Helping its dealers build a more 
profitable tire business is a funda- 
mental policy of Cooper. And you see 
this policy consistently at work in the 
friendly and profitable help dealers 
get from Cooper salesmen and factory 
Officials. You see it, too, in the strong 
support dealers get from Cooper’s 
full range of free identification and 
point-of-sale materials, local and 


Jim Courtney (center) is 
shown as he reviews the 
Cooper Safety-Premium's 
trouble-free guarantee with 
Frank Coates (left) and Bob 
Lenhardt (right). Cooper 
premium tires account for a 
high percentage of Cooper 
Distributing Co. sales. 


NATIONAL 


national advertising, guaranteed 
service and budget pay plans. Plus 
the many other promotional services 
available to help you sell. 

Cooper Distributing’s success story 
may well be yours when you go Cooper. 
Write Dept. 118 today for more details 
about a Cooper franchise for your 
own market. Go ahead . . . go Cooper. 
Cooper Tire & Rubber Company, 
Findlay, Ohio. 
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BENNETT 





as 





_ BENNETT 


GAuoms 
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REGULAR PREM 











New low Two Thousand pumps — 
elegantly modern, yet classically simple 
—complement every contemporary 
design trend and lead the way 
to further forward thinking 





ADVANCED DESIGN FOR MODERN STATION PLANNING 


GaLoms 
—losos|= 


PREMIUM 





for the service station of the future. 
“Trim Twin” pumps are exactly the 
same width as single pumps; enable 
marketers to double island 
capacity without sacrificing space. 


THOM PARIS ON 




















NEW BENNETT LOW PROFILE LIGHTLESS PUMP 


 Bennett’s new unlighted pump features the @ Anodized aluminum top, side and 
sleek modern design and quality construction upper door panels 


that have made Bennett the oil marketer's 


Standard for Comparison e Dial face advertising space for 


merchandising impact 


e All-metal “fuel-proof” meter @ 2100 Series lightless pumps available in 


@ Hi-hose outlet gives perfect all models (cable retraction only) 
hose drape with greater length 


JOHN WOOD COMPANY BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque ¢« Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver * Detroit * Kansas City * Los Angeles * New Orleans * New York * Philadelphia 
Pittsburgh * Rochester « Salt Lake * Seattle * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED *« Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable ‘““WOODINTER” 


LITHO INUSA 








TWO ON THE ROAD, FIVE TO GO—Macks of Berkshire Ice & 
Fuel Company are constantly on the go servicing customers 
without fail. So dependable has Berkshire found its Macks, 
even in severe winter weather, that fleet now numbers seven. 


BUSY TIME OF YEAR—When the leaves are down and the 
weather turns cold, homeowners want to top off their tanks, 
creating a demand on Berkshire’s equipment. Thanks to its 


predominantly Mack fleet, the company meets all demands & 


—even when snow is hub deep. 


“Sorry’”’ can’t heat a home! 
Dependable Macks 
keep customers happy 


An unscheduled shop visit for mechanical failure is one 
sure way a truck can lose customers for you. Depend- 
ability in fuel oil delivery is the biggest single factor in 
truck selection. 

Because it has witnessed Mack truck dependability 
since solid tire days, Berkshire Ice & Fuel Company of 
New Haven, Conn., is a steady Mack booster. 

Berkshire just recently took delivery of two new 
Mack B-42P Models, bringing to seven the number of 
Macks it relies on for dependable fuel oil delivery 
throughout the severe New England winters. 





If dependability is an important factor in your fleet’s 
operation, it will pay you to see your Mack branch or 
distributor. He can suggest the exact Mack for you to 
do your job with utmost dependability . . . and with un- 
equaled economy, too. Mack Trucks, Inc., Plainfield, 
N. J. Mack Trucks of Canada, Ltd., Toronto, Ontario. 


MAC K : 


FIRST NAME FOR 


TRUCKS 


MACK 


for over & straight years 


by far in sales of 
diesel trucks 
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NEW WAYNE H-FRAME LIFT 


. Completely Adjustable to Fit ANY Car Today and for Years to Come 


Now you need never turn business away. 
Wayne’s new Model C-5668 H-Frame Lift 
is engineered for maximum adjustability, 
fits any size car, any frame design includ- 
ing even new unitized bodies. Fully ex- 
tended, its 95 in. length and 78% in. width 
gives it the reach needed for even the 
longest cars. Yet the pads can slide clear 
to the inner ends of the fully adjustable 
arms to lift smallest imports. This combi- 
nation gives you built-in insurance against 
obsolescence when new car designs are 
introduced. 


It is safe, compact and easy to use. For 
your protection, the frame and adapters 
are of heavy forged steel. The whole unit 


is rated at 8000 Ib.—has been destruction 
tested to 25,000 Ib. When not in use, the 
lift retracts to just 36 in. wide, 56 in. long 
—4% in. high. To use it, all you do is slide 
the arms into position, raise the lift— 
start working. 


The single post ‘‘H’’ structure gives you 
compiete access to the car underbody, 
more room to work more efficiently. Frame 
lifting allows car springs to relax for free 
flow of lubricants, lets you do wheel, brake 
and muffler work too. You get more work 
done, give better and faster service.. 
make more money. 


For further information on either full or semi- 
hydraulic models, write for Bulletin W-124. 


WORLD’S LARGEST 


; MANUFACTURER OF 
yne GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY © Division of SYMINGTON WAYNE CORPORATION, SALISBURY, MD. » WAYNE PUMP CANADA, LTD., TORONTO, CANADA 
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Regions 


The West: ‘May the Best Plan Win 


The Coast is a test area 
for new ideas in pricing 


THE 'NDUSTRY’S richest gasoline 
market is currently its busiest proving- 
ground for pricing innovations. 

From Seattle to San Luis Obispo, 
oil marketers are feeling the impact of 
experimental plans. After a slow start 
in the Pacific Northwest, the highly 
publicized “area” pricing concept 
(NPN—Nov. p98; Dec. p100) re- 
ceived new impetus last month, when 
Standard of California adopted its 
own version of the system. It was the 
fourth major plan to appear in the 
Far West in 1960. 


The New Plans — Experimenting 
has been more local than regional (see 
map). But the plans themselves could 
have broad application. Three are 
forms of area pricing: 

e Mobil Oil's “Wide-Area” plan, 
which makes price changes over large 
areas, employs a “realistically low” 
tank-wagon, and cuts out dealer aid. 

e Standard’s “Consolidated Trad- 
ing Zone Plan,” with a lower price to 
dealers and no dealer aid, but using 
more and smaller areas than Mobil’s. 
Having opposed area pricing, Standard 
surprised the industry with its plan, 
introduced Dec. 15. 


e Texaco’s month-old plan in part 
of the San Francisco Bay Area, which 
also employs a low tank-wagon and 
cuts out dealer aid, but not over 
particularly broad areas. 

One system—not now in use—had 
different features and aims: 


e Shell Oil’s so-called “1¢ policy,” 


Eddy of Shell: “Our policy is simply to 
be competitive in pricing . . .” (p22) 








Mobil ‘area’ 
plan draws 
fire—but 
Standard 
and other 
majors 
adopt idea 








Reportedly shaking 
off effects of so- 
called ‘Shell 1¢ plan’ 


Texaco’s new, low 
tank-wagon structure 
wins some support 


Reportedly shaking off 
effects of so-called ‘Shell 
1¢ plan’ 


actually a way of using commission 
stations to compete more closely with 
independent-brand prices. 

Shell’s plan challenges established 
differentials for independents. The 
others challenge the West’s traditional 
high tank-wagon level and long dis- 
counts to dealers. 


New dealer-aid plans are showing 
up, too. One is the “market area” con- 
cept, in which all dealers in a pre- 
designated area get help. It’s opposed 
to Chicago Plan aid, which goes only 
to individual dealers who can prove 
competitive injury. Several majors have 
also tried removing the dealer-aid 
“floor,” so that dealers share the cost 
of reductions at all price levels. 

At least four majors have changed 
dealer-aid programs. Mobil adopted 
the market-area concept last June, set- 
ting up over 1,000 areas in seven 
Western states. Texaco is using the 
concept in the Bay Area. 

Standard of California removed 
(and then restored) dealer-aid floors a 
year ago; Shell reportedly removed 
them last month. 


Area Systems—Mobil Oil intro- 
duced the area concept in the Seattle- 
Tacoma market last May. Despite 
much controversy, the idea won ad- 
herents: by mid-December, five other 
majors had adopted the concept. 

Mobil’s plan had been rated suc- 
cessful in the East, partly because of 
Mobil’s market strength and support 
extended by competitors. Lacking this 
in the Northwest, Mobil watched its 
tank-wagon postings slide for months. 
Competitors accused the Mobil wide 


January, 1961 * NATIONAL PETROLEUM NEWS 


‘Area’ system catching on 
as Standard fries it too 


areas of spreading price disturbances 
instead of containing them; and Mo- 
bil’s low-tank-wagon philosophy con- 
flicted sharply with the high-tank- 
wagon system of the market leader, 
Standard of California (Mobil’s post- 
ings ran around 3¢ gal. below Stand- 
ard’s). 

But Mobil stuck with its plan. In 
November came two big develop- 
ments: (1) Texaco instituted a similar 
plan in three counties (with a 0.5¢ de- 
livery differential); (2) Seattle-Tacoma 
prices rebounded 7¢-9¢ to the histori- 
cal normal of 32.9¢ gal. for regular 
(ex 10.5¢ taxes). 

Then, on Dec. 15, Standard intro- 
duced its own plan on a four-month 
trial basis. Richfield, Union Oil 
and Tidewater followed suit, leaving 
only second-place Shell on the old 
locality system. 

Explaining that it felt Mobil’s five 
areas were too large, Standard con- 
solidated about 250 “localities” north 
of the Cowlitz River into 10 zones— 
“wide enough so .. . all dealers subject 
to the same competitive influences will 
be treated the same . . . but not so 
wide as to cause the spread of price 
wars.” Rural and metropolitan areas 
were put in separate zones. 

The plan cut out all forms of dealer 
aid, allowing a 5.9¢ margin. In sub- 
normal times, Standard said it would 
absorb 75% of the cost. 

In California, meanwhile, Texaco 
was trying another plan. Instituted 
Dec. 1 in Alameda and Contra Costa 
Counties, the Texaco plan set up 


Lundberg of CPMC: “. . . Leave pricing 
to the dynamics of competition.” (p22) 
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(Begins on page 21) 
“realistic” tank-wagon prices of 14.5¢ 
gal. for regular, and generally elimi- 
nated dealer discounts in the two 
counties. The Standard of California 
tank-wagon posting in the Bay Area 
at the time was 18.3¢ gal. for regular. 
Texaco said its areas were the same 
_ as those used for pricing under its 
former system. 

Shell’s Plan — Hotly controversial, 
the Shell “i¢ policy” was explained by 
Shell as being no policy at all. But a 

‘ top official said the company rejected 
the notion of a fixed differential for 
any class of competition. 

Controversy began over a year ago, 
when Shell commission stations in 
Sacramento and Stockton lowered 
postings to 1¢ above independent 
prices. Area marketers say this is the 
only big market in California where 
Shell is first; and it has the state’s 
largest concentration of independents. 
Most are established, high-volume op- 
erators in a traditionally full-margin 
market. When Shell lowered prices, 
some competitors called it pillaging. 

Shell later repeated the pattern in 
other markets—San Luis Obispo, Paso 
Robles, Redding, Bakersfield, Medford, 
Ore. In some of these cities, prices 
ultimately fell as much as 10¢ gal. 

In July, California Petroleum Mar- 
keters Council rose to do battle with 
Shell. At its summer meeting the dis- 
tributor group condemned the 1¢ dif- 
ferential and threatened a complaint 
to the Federal Trade Commission. 

Dan Lundberg, the group’s public- 
affairs counsel, dissented. There was 
no evidence that Shell “had adopted 
any such policy,” Lundberg said; fur- 
ther, “everyone has a right to price 
his product at any level he chooses, 
consistent with a reasonable observ- 
ance of essential [antitrust] laws .. . 
At lower structures, Shell seems quite 
willing to observe the 2¢ tradition. In 
the absence of any apparent cohesive 
policy ‘against’ independents, CPMC 
should leave pricing to the dynamics 
of competition.” 

When depressed prices persisted into 
the fall, CPMC polled members on the 
1¢ issue. While the form of the results 
suggested a relatively small base, the 
upshot was clear: 

Q. Do you feel the . . situation 

merits some action on the part of 

CPMC? Yes: 75%. No: 25%. 

Q. Do you feel Shell is. . 

No: 75%. Yes: 25%. 

Q. Do you believe CPMC has been 

too harsh with Shell? No: 90%. Yes: 

5%. No opinion: 5%. 


. justified? 


CPMC then called a special meet- 
ing for Dec. 2 to consider an FTC 
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West Coast Pricing Plans: Big Objectives 





These experimental 
pricing features* 
are designed to combat .. . 





Wide pricing areas 





Elimination of dealer 
discounts, subsidies 
or rental rebates 





Low tank-wagon price 





Removal of “floor” from 
share-the-loss dealer 
subsidy provisions 





Dealer-aid on “market 
area’ principle 





Disregard of established 
private-brand differential 





. . . These ‘marketing evils’ 


Gallonage drainoff from 
stable markets into 
depressed markets 


Causing, spreading and: 
prolonging of price wars 


‘Water’ — or room 
for discounting — in 
tank-wagon structure 


Incentive for dealer to 
cut price below 
level of ‘floor’ 


Charges of “favored 
dealer” or ‘discriminatory 
pricing” 


‘License to steal’ for big 
independents with facilities 
comparable to majors 


*No existing plan has all features, but all features have appeared on West Coast 





complaint. But by Dec. 2, Shell’s 1¢ 
differentials were gone and markets 
were improving, leaving scattered 
pockets of depression and a general 
independent level about 2¢ below nor- 
mals. CPMC’s only act was to create 
a watchdog committee should the “1¢ 
phenomenon” recur. 

Meanwhile, Shell’s West Coast mar- 
keting vice president was writing 
CPMC a letter. In it, Selwyn Eddy 
called CPMC’s conception of Shell 


policy “erroneous and _ improper,” 
denying “that in pricing our gasoline 
we adhere to a 1¢ differential, or 
any fixed differential, vis-a-vis com- 
peting retailers.”” Eddy wrote: 


. . Our policy is simply to be com- 
petitive in pricing gasoline sold at our 
service stations, We recognize as a 
competitor any seller who competes 
with us in the sale of products of com- 
parable quality. We know of no law 
which provides for a competitor or 
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class of competitors to give us the 
benefit of a certain fixed price differ- 
ential or requires us to provide such 
an advantage for them... 

Our dealer assistance program . . . 
is administered on the same basis . . ., 
that is, assistance is given to Shell deal- 
ers who are injured by the pricing 
practices of competing dealers, with- 
out recognizing any entitlement of one 
class of dealers to be favored with a 
fixed price differential over any other 
class of dealers. 


That left CPMC—and other West 
Coast marketers—watching and wait- 
ing. The betting among the independ- 
ents was the 1¢ differential would 
be back. 


Behind the Changes—Strong forces 
underline the current experiments: 

e Realizations. Certain West Coast 
cities and areas have been chronically 
unstable—Seattle and the Bay Area 
are examples. Plans like Mobil’s and 
Texaco’s are aimed partly at improv- 
ing stability by eliminating differences 
in dealers’ buying prices. Again, by 
removing dealer-aid floors, Shell re- 
moves some incentive for dealers to 
cut price. 

e Market position. Up and down 
the Coast, there’s a hot fight for mar- 
ket share. Standard of California now 
has about 21%, independents about 
20%. Then comes Shell with almost 
12%, and Richfield, Union, Mobil, 
Texaco and Tidewater bunched (in 
that order) in the 10%-7% _ bracket. 
Marketers cite Shell’s “1¢ plan” as one 
strategy to improve market share; in 
this case at the expense of the inde- 
pendents. 

e Legal pressure. Some observers 
say West Coast majors are becoming 
increasingly responsive to government 
regulatory attitudes. They attribute this 
mostly to the aggressive antitrust ac- 
tivity of assistant attorney general 
Robert A. Bicks, and the militant pos- 
ture of California antitrust boss Wil- 
liam C. Dixon (for more on both, see 
NPN —Sept. p94). “The company 
lawyers are backing the majors into 
S-11, whether it passes or not,” says 
one industry veteran. He’s talking 
about the “universalized price” effect 
of wide areas and discount-less prices, 
one object of Sen. Kefauver’s peren- 
nial “small-business” bill. 


Drawing the Lines—All the hoop!a 
over pricing is dividing West Coast 
marketers into these camps: 

e The high-tank-wagon people, who 
want to preserve the traditional West 
Coast structure. For some majors, it’s a 
matter of economic self-protection. 
And to some it represents an element 
of stability. 


e The low-tank-wagon people, who | 


want to eliminate discounting as an 
anti-price-cutting measure. 

e The 1¢-differential people, who 
want to see the major-independent 
price spread narrowed. 

e The independents, who don't. 

e The free-enterprise people, who 
want to keep West Coast marketing 
the individualistic free-for-all it long 
has been. A spokesman for this group 
is CPMC’s Lundberg, who decries 


what he calls “a serious tendency 


This was popular when 
WILSON GASBOY was born 


TODAY— 


Regions 


among majors to yield essential pri- 
vate-enterprise autonomy” to state and 
federal government. 

“A case in point is the recent Mobil 
effort to establish a wholesale pricing 
program free from subsidy embellish- 
ment,” says Lundberg. “The new idea 
of employing no subsidies . . . seems 
to be so important to government. 
State officials are to be lauded, to be 
sure, for trying to find a legal ap- 
proach to the baffling problems facing 


REMEMBER........ 


thru continued projected leadership 


WILSON GASBOY is No. 1 in 
the consumer pump industry. 


CONSUMER ELECTRIC PUMP 


The 
/ MAGIC INSTALL-| 
/ A-SOCKET 
WORTH ITS 
WEIGHT IN GOLD 


Your best buy—compact non- 
cabinet ~ style direct-drive 
pump. Streamlined and attrac- 
tive—-sturdy all weather con- 
struction—big roller register 
lowest in first cost—easier to 
install—fastest in performance 
(14 g.p.m.)—proven depend- 
ability and absolutely negligible 
to maintain. Order your new 
Economizer today . . . for the 
ultimate in economy, installa- 
tion flexibility, performance . . . 
yes, complete satisfaction! 


*Gasboy Series 200 
Compact has cabinet 


FARMS 

FLEETS 
INDUSTRY 
CONSTRUCTION 


WILLIAM M. WILSON’S SONS, INC, 





Lansdale, Penna. 


MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS AND ROTABOYS 


January, 1961 * NATIONAL PETROLEUM NEWS 




























































































\ * ‘ 


SF BUCKEYE +100 


AUTOMATIC NOZZLE 


e LIGHTER @ FASTER FLOW e@ EASY TO USE 

e THE MOST RELIABLE AUTOMATIC EVER BUILT! 
The new aluminum Buckeye #100 is so ruggedly designed—so effi- 
ciently simple that there just isn’t much that can go wrong. Fewer mov- 
ing parts! Up to 50% less than competitive models. Easy one-hand 
operation! The hold-open device is built-in the guard. No springs or 
moving parts to bother with. Good looking design—functional, too! 
The slim, tapered silhouette permits the #100 to penetrate deeper 
into the fill pipe—assures more positive shut-off. Tested reliability! 
Dropped 10 times on a concrete floor from a height of 6 feet, then put 
through the automatic shut-off cycle—99,999 AUTOMATIC FILLS 
LATER, IT STILL WORKED—PERFECTLY! Call your Buckeye 
Distributor, or write us for complete details. 


GUARANTEED for 1 YEAR 


W R I TE « BUCKEYE IRON & BRASS WORKS 
* ‘E P.O. BOX 883, DAYTON 1, OHIO 
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so many dealers. But what ‘would 
work’ in the eyes of the state—such as 
requiring prices to be consistent with 
cartage-prices between marketing 
areas, spreading out from centers of 
supply—suggests to me a universaliz- 
ing of price which can ultimately ruin 
private branders in all but the biggest 
metropolitan areas. 

“Legal yardsticks for pricing conflict 
with the vardsticks of punk service in 
poor areas, excellent service—and 
higher prices—in prosperous areas,” 
says Lundberg, warning against “the 
gutless wonder of legal marketing, un- 
disturbed by cyclical, varying struc- 
tures.” 

Outlook—What does the turmoil 
over pricing plans add up to? Perhaps 
some major changes in pricing meth- 
ods; perhaps not. Today, no one on the 
West Coast is sure. Says one market- 
ing veteran, “We've still got a trial- 
and-error economy, thank God. I say, 
may the best plan win.” 


California Public Utilities Commis- 
sion plans to conduct a public hear- 
ing on the use of collapsible rubber 
and plastic containers used to trans- 
port oil and other products. 

In setting up the hearings, the state 
PUC says “serious questions of safety 
arise” in connection with truck trans- 
portation of certain liquids in these 
tanks, questions that are not covered 
in present PUC regulations. 


Northern California’s Santa Clara 
county is clamping down on “variety 
store” service stations. The county 





ees 


Merchandise displays like this will not be allowed at-stations built from now on in 
Santa Clara county of California. Everything not directly connected with gasoline, 
oil or TBA will have to be sold indoors. Present operators aren’t affected (see West) 


planning commission is requiring all 
new stations to stop selling outdoors 
any items not directly connected with 
gasoline, oil, or TBA. (Sce picture 
below. ) 

Two independent oil companies so 
far have received their building per- 
mits with restrictions carefully written 
in. Flags, spinners, and other atten- 
tion-getting items are also ruled out. 

The ruling will not apply to the 
score of variety-type gasoline outlets 
already operating near the county 
seat of San Jose—unless planners find 
a way to extend their ruling to exist- 
ing stations. Major oil companies 
won't be affected. 

A Santa Clara county commissioner 
said, “The situation has been getting 
out of hand. These stations are an 
eyesore, and they are springing up 
much too fast.” 


California Federation of Service 
Stations (CFSS) has dropped its pro- 
posal to the State Assembly for legis- 
lation to require precise octane post- 
ings on each retail gasoline pump. 
Instead, the CFSS will seek legisla- 
tion to force gasoline marketers who 
use octane figures in their advertis- 
ing to use precise figures or none at 
all. Thus, “100 plus” type of adver- 
tising would be eliminated. 

A spokesman for the California 
Petroleum Marketers Council critic- 
ized any attempt to legislate precise 
procedure on octane posting. “It will 
only lead to octane wars, which can 
be just as wasteful and meaningless 
as price wars,” he said. 
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Southwest 


A trading-stamp plan 
without stamps? Yes. 
And majors may back it 


ONE OF THE MORE interesting 
promotion plans to come along in 
quite some time is due to be kicked- 
off in Texas and Oklahoma this month. 
At least two ma- 
jor Southwest oil 
suppliers seem 
likely to back it. 

Basically the 
promotion is a 
trading - stamp 
plan, but with a 
big difference: No 
trading stamps are 
involved. Points 
will be given in- 
stead of stamps. 
There will be no 
paying for unredeemed stamps. 

The plan will work this way: 

A customer will get a plastic card 
similar to an oil-company credit card. 
Each time he makes a purchase from 
a participating retailer, he presents 
this card. An invoice crediting the 
customer with so many points is made 
out; one copy goes to the customer, 
another to a master computing cen- 
ter. 

At the computing center, there will 
be about $2-million worth of auto- 
matic data-processing equipment. 
Each customer is numbered, and as 
an invoice comes in he is credited 
with the proper number of points. 
When his credits build up to 1,500 
points, he is automatically mailed a 
“credit check,” which can then be re- 
deemed for premiums, merchandise, 
or cash. 

The retailer, meanwhile, will pay 
only for the actual number of points 
he issues. He will not have to make 
an advance investment, nor will he 
have to be concerned about lost or 
stolen stamps. 

The plan is being put on the mar- 
ket by a new firm called American 
Premium Systems Inc. This firm was 
founded by a group of wealthy Dallas, 
Tex., men. Chairman of the firm is 
Jack Vaughn. The president is Lamar 
Hunt Jr. 

APS is starting off in the South- 
west, but it plans to go nationwide 
eventually. As a starter, it was try- 
ing to interest some 50 different types 
of retail businesses. Included in this 
list were at least two major oil firms, 
two nationwide supermarket chains, 
and two major dry-goods chains. 


By Marvin Reid 


25 





The plan reportedly interested one 
oil firm so much that the company 
was seeking to buy into it. APS was 
trying to discourage this idea. 

Its backers reported merchants from 
many fields were interested in the idea 
for two big reasons: 1) There will be 
no problem of unredeemed stamps. 
2) Retailers could use their own mer- 
chandise for redemption. 

A service-station dealer, for in- 


stance, could redeem one of the credit 
checks for part of the payment on a 
tire. While he would redeem the 
check at its full value, he would still 
profit from whatever markup he had 
on his tire. Or the dealer could use 
the checks as personal promotion by 
offering certain services for them. 

It will be left up to the retailer 
what value he wishes to place on one 
of the checks. APS was still working 


New Diagonal Run-Through Bay 


THIS NEW Phillips 66 outlet (top), 
located on a major New Orleans artery 
going to the airport, features three 
bays in an unusual, diagonal, run- 
through arrangement. Two lube bays 
open at front (left center) and exit at 
the side (right center). The exit can 
also be used as a wash bay. Glass-en- 
closed office provides view of all angles 
of lot (left). Supplied by Phillips job- 
ber Clem Dufau, the station did 16,- 
500 gal. the first month, is expected to 
hit 28,000 gal. a month the first year 
and eventually move up to 35,000 gal. 
Total cost is estimated at $137,000, 
including $72,000 for the ground. 
Dealer is Elmer Eichel, shown in pho- 
tographs. 


on the actual cash value to place on 
the checks in late November, but it 
will probably be around $3. In other 
words, a dealer would receive at least 
that much on turning the checks in 
to APS. 

Each retail establishment participat- 
ing in the plan will act as a redemp- 
tion center. This, APS says, means 
the retailer will get “double exposure” 
to a customer. 

APS is also planning to offer many 
things to lure customers to join the 
plan. It intends to get into sports and 
recreation. A check would be made 
good for admission to a professional 
football game. This kind of arrange- 
ment would get more men and young 
people to join. 

Before launching its program, APS 
conducted a survey at the Texas State 
Fair in Dallas last October. The re- 
sults are interesting even for those 
who see nothing for them in the APS 
plan. 

Some 31,414 people were _ inter- 
viewed. These were broken down into 
categories of single men, married 
men, single women, and married 
women. 

Of 1,710 single men_ checked, 
82.5% save trading stamps. Another 
53.2% shop at stores because they 
issue stamps. However, only 69.2% 
said they had ever redeemed a book 
of stamps. 

Married men generally said “hell, 
no,” they did not save stamps. The 
question was changed to ask whether 
their wives did, and then out of 12.,- 
117, some 87.7% said yes. There were 
60.6% who said their wives shopped 
at stores because of stamps, and 
73.3% said they had redeemed stamps. 

Of 5,160 single women interviewed, 
80.7% saved stamps, 52.9% traded at 
stores because of them, and 70.2% 
had redeemed stamps before. 

Of 12,427 married women inter- 
viewed, 88.5% saved stamps, 60% 
traded at stores because of them, and 
81.5% had redeemed stamps before. 

Oil-company credit cards were held 
by 50.5% of single men, 67.2% of 
married men, 50.8% of single women, 
and 54.2% of married women. 

Why don’t people redeem stamps? 
One person said, “You have to wait 
30 minutes, and then they’re out of 
what you want.” A lady said she had 
collected 80 books of stamps but had 
never redeemed them “because they 
never have had anything I want.” 

There’s one obstacle APS expects 
to face. Some people may not put as 
high a value on points added by a 
mechanical brain as they put on 
stamps, which they can hold in their 
hands. 
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Midwest 


Guessing game launches 
Enco at Pate stations 
...Humble moves in Ohio 


HUMBLE Oil & Refining Co. put on 
an unusual promotion in introducing 
Enco and Enco Extra gasolines at the 
211 Pate stations in southeastern 
Wisconsin. 

Teaser advertisements asked people 
to guess the name of the company be- 
hind Enco. An independent based ‘n 
Milwaukee, Pate was bought by Jersey 
Standard in 1956 and became an op- 
erating division of Humble when the 
Jersey family was reorganized. 

People were asked to write in or 
telephone their guesses, with the prom- 
ise of a ball-point pen for their trouble. 
Some 50,000 responses were reported 
to have been received. 

The promotion cost $200,000. 


In Ohio, Humble reports 13 new 
service stations completed or nearing 
completion at year-end, and announces 
plans for an expanded construction 
program next year. 

Humble says a number of sites 
“have been located and cither pur- 
chased, leased, or optioned.” Further 
details were withheld “for competitive 
reasons.” 

Six of the new stations are in 
Youngstown, two in nearby Alliance, 
three in Columbus, two in Zanesville. 

Humble began its service-station de- 
velopment program in Ohio last spring. 
The first Humble sign went up over 
an acquired station in Youngstown in 
December. The station sells Enco- 
brand gasolines and Atlas TBA. 

This station is also used for training 
new Humble dealers. A trailer class- 
room is located next to it. 


>A private-brand pump at a major- 
brand station threw the Des Moines 
gasoline market in a tizzy when inde- 
pendent operator Chuck Rutenbeck 
painted a pump black at his Sinclair 
station and offered a prize for a brand 
name. 

The unbranded product was priced 
at 29.9¢ gal., 2¢ below the branded 
regular-grade motor fuel. Local Sin- 
clair representatives referred the mat- 
ter to the New York legal department 
for an opinion. 


Farmers Union Central Exchange’s 
180,000-bbI. terminal in Minot, N. D. 
is being supplied with product direct 
from its refinery in Laurel, Mont., 
since early November when a $5-mil- 
lion 190-mile pipeline went on stream. 





The new line connects Glendive, 
Mont., with the Minot terminal, and 
is an extension of a 234-mile line that 
Farmers Union bought last year that 
links the refinery with Glendive. 

The Midwest co-op is moving gaso- 
line, diesel, and heating oils over the 
8-in. line to its Minot plant. The line’s 
capacity is 15,000b/d. With its com- 
pletion, Farmers Union has stopped 
transport hauling of product into 
Minot from Glendive, a 400-mile 
round trip. 


An all-aluminum portable prefab 
service station is being built in a shop- 
ping center parking lot on Highway 


Regions 


100 in south Milwaukee, Wis. It will 
be leased to River States Oil Co., 
Evanston, Ill., and fly “Royal” brand. 

Supplied by Unifab Corp. of Mil- 
waukee, the station will have an at- 
tendant’s unit, two rest rooms, and a 
storage unit. Six pumps on two islands 
will be covered by a canopy. 

The structure will have a V-beam 
roof and have alternating red and 
white porcelain enamel panels on the 
exterior. 

The outlet will sell gas and oil only, 
and stay open seven days a week. 

(For a look at another shopping-cen- 
ter station Royal is operating in Mil- 
waukee, see NPN—Dec. ’59, p113.) 


Up-grade your consumer accounts with this 


TOP PUMP VALUE! 


Smart merchandisers are finding they can in 
crease gallonage to consumer accounts by up- 
grading customers with Tokheim Electric 
Power Pumps. These top value dispensers nail 
down good customer relationships, encourage 
larger volume; save by permitting larger drops, 
less service and maintenance expense. 

With Tokheim Power Pumps to offer your 
customers, you can be assured they are getting 


General Products Division 


TOKHEIM MODEL 86-D 
ELECTRIC POWER PUMP DELUXE 


Other models available 


the best. Handsome, weather-resisting, red 
enamel housing with bright metal trim; 14 
gallons per minute delivery through a self- 
priming, rotary vane type pump. Tokheim 
meter with honizontal counter, 10 feet of hose, 
nozzle and many other features. Starts and op- 
erates on as little as 70 volts. Order a supply 
today and be ready for the big season 


just ahead. Call your Tokheim representative! 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


1650 WABASH AVENUE 


FORT WAYNE, INDIANA 


OKHEIM 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


GASOLINE PUMPS 
AND ACCESSORIES 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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HYDRAULICS, INC. 


ROPER PUMPS 
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new delivery convenience 
and speed with 


SUSPENDED MOUNTING 


MODEL 3604 e 125 GPM AT 545 RPMe PRESSURES TO 100 PSI 


Roper Series 3600 tank truck pump in #4 size is now available in 
new suspended mounting. When mounted, pump is located di- 
rectly behind cab, suspended from steel T-shaped: piping arrange- 
ment cradled in bracket on top of tractor chassis frame. Suspended 
pump mounting makes installation and removal fast and easy. 
Combination of slip joint power take-off drive allows quick ex- 
change of pump for transfer of different liquid. While one pump 
is being cleaned, another can be installed, so that no delivery time 
is lost. This interchanging of pumps is often less expensive . . . 
often much safer . . . than cleaning pumps in installed position. 


ALL-WELDED CONSTRUCTION eliminates leak problems found 
in tubing or threaded joints. 


TAPERED DISCHARGE LINE and bottom. drain plug makes 
drainage easier, more complete. 


ENDS OF CROSSBAR provide hose connections for curb or 
street side mounting. 


LIGHTWEIGHT CONSTRUCTION needs no channel brackets or 
other supports. 


For information about your specific pump needs, 
contact your nearest Roper dealer 


2 ‘@) PER Dependable pumps 
since 1857 


COMMERCE, GEORGIA 





| 


| 
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Southeast 


Dealers dump trading 
stamps ...Jobber pushes 
gasoline pricing probe 


ORGANIZED BATTLES | against 
trading stamps in oil marketing are 
spreading. A big 
explosion came in 
California this 
summer (NPN— 
Sept. p23), where 
yne man describ- 
ed it as “the larg- 
est ‘stamp out 
stamps’ campaign 
I have ever seen.” 
Now some mar- 
keters are rising 
up in the South- 
east. 

Last month this coiumn reported 
(page 21) a kind of antistamp pro- 
gram in Atlanta: Senco stations set 
up one pump island without stamps— 
selling at 1¢ less per gal. 

This month the action moves to 
Florida. 

Back in late summer, two dealers 
who had been giving stamps with gas- 
oline on the same Bradenton, Fla., 
street got together one day and de- 
cided to cut out the stamps. 

Other dealers heard about it and 
asked to be dealt in. The Bradenton 
chapter of Allied Gasoline Retailers 
Assn. lent its support, and the mem- 
bers voted to cut out stamp giveaways 
after Sept. 18. 

The dealers didn’t want to spring 
a surprise on the buying public, so 
they ran a full-page ad in the local 
newspapers explaining their position. 
The ad pointed out that the average 
station operator in Bradenton spends 
over $2,500 per year on stamps. Deal- 
ers said stamps are “forcing us to 
eliminate employes that we need to 
give you top-quality service.” 

At the bottom of the ad were the 
names of 102 stations vowing to stop 
stamps on Sept. 19. 

Today only six out of the 118 sta- 
tions in the county surrounding Brad- 
enton give trading stamps. And of 
those six, several are grocery stores 
with a pump or two. 

How did the public react? The 
AGRA’s state business manager Bill 
Tucker says not one station reported 
a falloff in business. 

What did the stamp sellers do? 
Tucker says one stamp company ran 
fullpage ads promoting a stamp-han- 
dling independent station. But this one 


By B. E. Barnes 
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New Oronite 1200 Series Lubricating 


> ui D e ri O r Oil Additives. Now you can have the 


desired diesel and high-tempera- 


i : : O tf O r O : i S ture gasoline engine performance 


—PLUS—lowest combustion chamber deposits 


can be 7 ie 
* and less pre-ignition tendencies in low-tem- 


r. perature engine operation—with 
| O r m Ui ; ate a your oils compounded with years- 
@ ahead Oronite 1200 Series additives. Oronite’s 1200 Series 
W it Nn additives have been extensively checked in laboratory 


and field with spectacular 


f t ; U Cc h owe r results. They readily satisfy 


re performance requirements of Caterpillar L-1 diesel tests, 
aS Supplement 1 conditions. These additives show exceilent 


performance in AMA’s MS Sequences, 


Cc O Nn t e nt : and inspection data from taxicab field 


tests confirm excellent low-temperature performance shown by lab tests. 


Get the complete story— 
write for Oronite technical 
bulletin describing in detail 
the new 1200 Series additives. 
Address your inquiry to 

any Oronite office. 


CALIFORNIA CHEMICAL COMPANY 
4 ORONITE DIVISION 


EXECUTIVE OFFICES + 200 Bush Street, San Francisco 20, California 
SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattie 
FOREIGN AFFILIATE « California Chemica! International, inc., San Francisco, Geneva, Panama, Sao Paulo 
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outlet can’t make much of a stand 
against 112 no-stamp stations. 

After things went so smoothly in 
Bradenton, the campaign was carried 
to Clearwater. Using the same tac- 
tics—newspaper announcement and 
a cutoff date—Clearwater dealers re- 
duced stamp-handling stations to only 
30 out of a total 101 Clearwater out- 
lets. 

The the battle went to Tampa, 
where there were 325 stations giving 
stamps. The association had been suc- 
cessful in the “bush leagues,” but this 
was the big time. 

One of Tampa’s biggest jobbers 
held out for stamps. But Tucker claims 
that 125 of the 325 stamp stations 
dropped trading stamps. 

What Florida city will be next? 
In talking possibilities, Tucker men- 
tions St. Petersburg (neighbor of 
Tampa). But, says Tucker, “We don’t 
have any definite plans for fighting 
stamps in new cities. We’re now try- 
ing to organize and solidify the ac- 
tions we've already taken.” 


> Oil-heat merchandisers in St. Peters- 
burg, Fla., ran a neat promotion 
recently at a “merchants’ home show.” 
At the oil-heat booth, passersby 
were invited to guess the amount of 
money displayed in a glass jar. The 
jar’s contents were described as “the 
amount of money local home owners 
would save in five years by using oil 
instead of gas.” ‘ 
The closest guesser got to take 
home the jarful of money—$255.90. 
And some 2,500 contestants got the 
oil-heat message, loud and clear. 


»Georgia voters have approved a 
constitutional amendment to spend 
all motor-fuel taxes on highways. 

In the past, substantial portions of 
the fuel taxes have been diverted to 
“general funds.” Under the newly ap- 
proved amendment, the highway ap- 
propriation each year will be exactly 
the amount of motor-fuel tax collec- 
tions for the preceding year. This will 
add approximately $7-million to high- 
way funds next year. 

The vote in favor of the amend- 
ment was nearly three to one. 


»LP-gas dealers in Mississippi, Ark- 
ansas, Alabama, and Tennessee have 
a Tew place to pick up product. It’s 
Union Texas Natural Gas Corp.’s 
new 1-million-gal. marine terminal at 
Memphis, Tenn. 

The plant has loading racks for 
four trucks and four tank cars plus 
special scale-loading facilities to as- 
sure accurate weight and measure- 
ment. 
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New Home for Petro 


PETROLEUM HEAT & POWER Co., heating-oil jobber serving 14,000 accounts 
on Long Island, will occupy a new 16,000-sq-ft. office in the New Cassel section 
of Westbury by next April. The building has a central office, stock room, service 
department, dispatcher’s office, and truck repair and paint shop. Estimated cost 
is $350,000. Petro’s 140 employes will work there. 


The East 


New England oil groups 
consider merger... More 
jobbership acquisitions 


INDEPENDENT Oil Men’s Assn. 
of New England has taken the first 
step in a possible merger with Oil-Heat 
Institute of New 

England. Its 

board has approv- 

ed a report sug- 

gesting IOMA 

move in with OHI 

and that subcom- 

mittees be set up 

to study common 

dues and bylaws. 

Eventually, if 

ss all goes well, 
Cornelius pista IOMA 2 expected 
to hire Clarence 

Fay as executive secretary. IOMA 
hasn’t had an executive secretary 
since Wilfred Hall left to go with 
Wyatt Inc., oil wholesaler in New 
Haven, Conn. Hall left IOMA so that 
the possible merger could come about. 

Fay is now executive secretary of 
OHI of New England and New Eng- 
land Fuel Dealers Assn., a combina- 
tion heating-oil and coal trade asso- 
ciation. 

William Bursaw Jr., IOMA head, 
emphasizes that there is no merger 
yet. The idea of moving in with OHI 
of New England to share office space 
is just a “trial deal.” “We are not at 
the point of no return,” he indicates. 
And if there is any merger, say in 
about a year or two, it will be as two 
equals, Bursaw maintains. 


Connecticut Refining Co.’s share of 
the Hartford, Conn., market has been 
boosted by about 600 heating-oil and 
burner-service accounts. The West 
Haven jobbership got this additional 
business by purchasing Atomic Fuel 
Co., a heating-oil retailer, and Home- 
stead Heating & Engineering Co., the 
Service-Sales operation of Atomic 
Fuel. 


> Private-brand gasoline is now an 
important factor in St. Lawrence 
County, N. Y. 

Some branded jobbers lay their 
private-brand headaches on what they 
consider the greediness of their brand- 
ed dealers. Here’s how one jobber ex- 
plains it: 

“When the Seaway was being built, 
we had over 16,000 workers in the 
area. They had a lot of money to 
spend. And dealers moved up their 
margins so that eventually they were 
7¢ and 8¢ a gal. where they normally 
were 4¢. 

“We tried to tell them they were 
doing the wrong thing. But because 
they are independent businessmen, 
you can’t force them to do anything. 

“Well, the 7¢-8¢ margin was an 
open invitation for private-branders 
to come into the market. And they 
did. Now, with the Seaway completed 
and the workers scattered all over, 
branded dealers have had to come 
down to as low as 2¢ margins. But 
private-branders are still with us.” 


&Savory Oil Co., Richfield heating 
oil and gasoline jobbership in the 
Binghamton, N. Y., area, has added 
about 1-million gal. to its heating oil 
volume through the purchase of the 
oil accounts of Powell Fuel Co., Esso- 
brand jobber in the same area. 


NATIONAL PETROLEUM NEWS °* January, 1961 





Powell, a 50-year coal and oil op- 
eration, decided to sell its oil and 
coal accounts because of the ill health 
of the principal owner, Bob Nichols. 

In taking over Powell’s oil accounts, 
Savory also took along Powell’s two 
drivers and two burner servicemen. 


>From oil heat to gas heat and now 
back to oil heat. 

That’s the heating story of a pri- 
vately owned 200-family apartment 
project in Albany, N. Y. It has local 
oil men smiling again. And Capital 
District Oil Heat Assn. plans to make 
advertising hay out of the switch 
back. 

The boost for oil heat is that own- 
ers of Livingstone Village are switch- 
ing to oil heat because they’ve found 
that natural gas is too costly. Capital 
District Oil Heat Assn. reports own- 
ers as saying it cost them $4,000 a 
month to heat four 50-family build- 
ings in the project. They estimate that 
converting back to oil will cut fuel 
bills at least in half. 

The project owners used oil when 
the apartments were first built in 
1952. They changed to gas 242 years 
ago. Now they find gas too expensive. 

To replace natural gas, the owners 
are spending about $11,000 to install 
four No. 4 oil burners in each 50- 
family unit. They are also installing 
8,000-gal. storage tanks at each unit. 

The apartments will use about 250,- 
000 gal. of No. 4 oil a year. The 
supply contract has been awarded to 
King Oil Co. of Albany and Troy. 


> Heating-oil jobbers in Pennsylvania 
have set up a statewide trade group 
to promote greater acceptance of 
their fuel, with help from National 
Fuel Oil Council. 

That will be one function of Penn- 
sylvania Oil Heat Council, with head- 
quarters in the Fox Building, Phila- 
delphia. Other functions will be to 
eliminate overlapping and duplication 
of effort of many smaller groups 
throughout the state and to coordinate 
the advertising of such groups toward 
a single goal. 

One ambitious project will be to 
set up a builders’ advertising subsidy 
fund, from which dealers may draw 
in order to offer builders an added 
incentive to install oil heat. 

The new group will use the “Little 
Bill” oil-heat symbol in its advertis- 
ing material. 

Heading up POHC as president is 
Albert W. Woosnam of Sinkler Inc., 
Southampton. Vice presidents are 
Paul D. Sine of D. Sine Estate, Perka- 
sie, and James A. Moss of Diamond 
Ice & Fuel Co., Chester. Other offic- 


ers are Louis F. Funsten of Meenan 
Oil Co., Levittown, secretary; W. P. 
Canby Jr. of Canby Oil Co., Downing- 
town, treasurer; and Milton E. Yohn 
of M. E. Yohn & Son, Pottstown, 
corresponding secretary. 


Majors aren't the only ones chang- 
ing corporate names. In Boston, Gen- 
eral Heat & Appliance Co. has stream- 
lined its name to General Heat Inc. 


In Pennsylvania, 30,000-gal. is the 
size limit for underground storage 
tanks under regulations set up by 
state fire marshal’s office. But State 
Fire Marshal L. L. Priar is telling 
jobbers that his office will approve 
larger-size tanks on application. 

Two 40,000-gal. underground tank 
installations have already been ap- 
proved although the tanks carry no 
UL label. Priar’s staff tested the tanks 
at the site. 

Priar requires that oversize tanks 
be made of %-in. steel and have at 
least 3-in. vents. He says tanks up to 
100,000-gal. capacity may be put in 
the ground in the near future. 

Reason for Priar’s approval of over- 
size storage: Land costs for jobbers 
are getting too high. 

Priar says product for use at a 
service station can not be drawn di- 
rectly from overhead horizontal stor- 
age unless the storage is part of the 
regular bulk-plant facility. He doesn’t 
object to pumping from an above- 
ground tank to the underground stor- 
age at a service station. 


Regions 


Rockies 


Frontier uses prof's 
philosophy in campaign 
to boost station sales 


TO STIMULATE _ service-station 
sales, Frontier Refining Co. is telling 
its dealers about the philosophy of a 
University of 
Pennsylvania pro- 
fessor. 

Roy Jordan, 
Frontier credit 
manager, is pro- 
moting the philos- 
ophy after at- 
tending lectures 
of the professor, 
D. Orin Burley. 

The professor 
says, “There’s no 
easy road—it is the unceasing atten- 
tion to detail that makes the differ- 
ence.” 

Successful dealers, Dr. Burley be- 
lieves, are those “with a low level of 
contentment.” He suggested to Fron- 
tier: “You have to show people the 
vision, then motivate them to attain 
i” 

Dr. Burley says jobbers and retail- 
ers “are in the business of giving ser- 
vice, and probably the service ought 
to be emphasized by calling what you 
have to sell the service-product mix. 

“I believe that people like clean 


By Frank Pitman 








Webb Tries Filigree Facade 
THIS Webb outlet in Dallas is fancy for a private-brander, especially 
for Webb, pioneer of skid-tank outlets (NPN—June °59, p91). 


saint 
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Regions 


stations, clean and prompt attendants, 
absolutely clean rest rooms, etc. A 
customer can buy gasoline at any sta- 
tion—the differentiating part is the 
service and the manner of the atten- 
dant. 

“Again, you must constantly ask 
yourself, ‘What kind of business am 
I in?’ and then give the kind of ser- 
vice-product mix that matches this 
conception.” 


He makes the fastest fill 

in town. With the famous 
Blackmer TX Truck Pump 
backing him up, he gets 

fast delivery, spends less curb 


Continental Oil Co., the biggest 
marketer in the Rockies, set the pace 
in political activity during the recent 
campaign. 

“Ours was a bipartisan effort,” said 
K. W. Brill, Rocky Mountain vice 
president for Conoco. “Both parties 
want and need the help of our em- 
ployes.” 

Elmer S. Parson, regional public- 
affairs manager, estimates he talked 


time, makes more deliveries per day. He really 

travels around his route. His secrets: a high capacity TX 
pump delivering up to 100 GPM, sliding vanes which 

are self-compensating for wear, new O-Ring and mechanical 
seals to prevent leakage and maintain efficiency, 

many other features. Put the TX at the heart of a well- 
designed fuel oil delivery system and you’ll 

travel, too. Talk to your Blackmer distributor 

about the system or write for Bulletin 200 


“liquid materials handling"® equipment 
sagen) 


BL ACKM ER A / truck pumps 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under ‘‘Pumps’’ in the Yellow Pages 
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to more than 3,000 employes—all on 
company time—-on the power of their 
vote. 

Beginning last spring, the company 
conducted a series of workshops to 
help employes learn more about U. S. 
politics. 

Employes are granted time off from 
work without loss of pay to partici- 
pate in political party activities. This 
applies to employes of either party 
who have been elected as officers at 
the precinct level and above. 


Canada 


Oshawa dealers unite 
to stop station-building 
. Shell plans car rally 


SERVICE-STATION _ operators in 
Oshawa, Ont., have asked the city 
council to stop station-building in the 
city. 

“We have long since reached the 
saturation point,” said Monty Cran- 
field for the dealers. “We have been 
faced with an almost continuous ‘gas’ 
price war for over a year. This has 
resulted in a decrease in the retail 
markup of 25% in one year.” 

Cranfield said Oshawa has 78 sta- 
tions in the city proper and 19 in 
fringe areas, serving 60,000 people. 
This is twice as many stations as rec- 
ommended by the U.S. Town Plan- 
ning Assn., which suggests one sta- 
tion for every 1,250 people, Cran- 
field said. 


Shell Oil Co. of Canada Ltd. is ¢o- 
sponsoring a car rally at the British 
Columbia International Trade Fair 
this spring. 

The rally will test driving skill and 
endurance, not speed, over a 3,000 
route from Montreal to Vancouver. 
The run will wind up at Exhibition 
Park in Vancouver, May 6. 

Drivers will be required to reach 
specified check points along the route 
within predetermined time limits, ob- 
serving all traffic regulations. 


> Oil-Heat Institute of British Colum- 
bia has moved to new quarters in 
Architectural Center, 1425 W. Pen- 
der St., Vancouver. The OHI chap- 
ter feels it can do a better public- 
relations and education job in its new 
location since people seeking specifi- 
cations on building materials at Ar- 
chitectural Center will now be able to 
get all data on oil-heat installations at 
one central location. 
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What They’re Saying 
‘Our Most Valued Product’ 


Market for customer, 
not just to compete, 
warns Harry L. Moir* 


(¢The opportunity of speaking before 
you today falls hard on the heels of 
a recent article which appeared in the 
Harvard Business Review for July- 
August, 1960. This article, written by 
Theodore Levitt, and entitled “Market- 
ing Myopia”, has probably caused 
more comment amongst oil market- 
ers than any other published during 
the last decade. I recommend the 
careful reading of Dr. Levitt’s article 
to each of you. 

I have heard comments regarding 
Mr. Levitt’s article, ranging from high 
praise for his forthright analysis to 
those who think of him as an ‘imprac- 
tical egghead.’ Regardless of the many 
divergent views of his article and his 
conclusions, I am firmly of the opin- 
ion that there are conclusions voiced 
by him which we as oil marketers 
need to regard carefully .. . 

We hear on all sides that the great- 
est single ill in our industry is over- 
refining and not under-marketing. Is 
this because we are looking for ex- 
cuses to mask our indifference to our 
customers’ needs, or that we don’t 
want to see competitive markets es- 
tablished to the point that the best 
marketers prosper, and marginal mar- 
keters fail? 

. We, I believe, have fallen 
into the error of competing with each 
other on the basis of product innova- 
tion, rather than a customer-satisfac- 
tion process... 

What do we sell when we sell gaso- 
line? Let’s take two positions in the 
answer to this question. First, let’s say 
that we sell the best gasoline, in com- 
petition with the other oil marketers, 
that money and brains can produce. 
. . . In this position we can say that 
we have completed the marketing 
function by giving our customer a 
good product, and, I hope, at a fair 
price. 

The next position we can take is 
‘hat we are selling energy for trans- 
portation. And when (the customer) 

* From an address by Harry L. Moir, mar- 


keting vice president of Pure Oil Co., to the 
oo Virginia Petroleum Assn. at Charleston, 
. Va. 


Moir: ‘no confusion of aims’ 


buys transportation, several other cus- 
tomer benefits become apparent... . 
basics which we call ‘service.’ 

We in the service-station bus- 

iness are, in effect, in many businesses 
. . . We find ourselves in competition 
with other forms of transportation, 
and we are in competition for the 
time a motorist spends in his car— 
competition from sources outside our 
industry far more severe then com- 
petition within our industry. 
. . . In our industry—particularly 
in the marketing segment, there 
should be no confusion of aims. 
We exist to merchandise only one 
product, our customers. They are the 
most valued product we sell, and we 
must build an effective customer-ori- 
ented industry. We must begin our 
orientation by understanding our cus- 
tomers’ needs and build our values in 
total satisfaction of his needs, rather 
than resorting to questionable selling 
gimmicks and tricks to part him from 
his money for a product only. 

. Our industry must awake to 
several challenges. We’ve got to quit 
blaming everyone else for our own 
dilemmas and start looking at our 
own house. I'll admit. that, as a mar- 
keter, I am oftentimes distressed at 
the magnitude of refinery runs at 
periods of low demand. But, outside 
of complaining about it, there is noth- 
ing I can do as effectively as trying 
to create more customers, and greater 
demand for our products. And when 
we create more customers and greater 
demand for our products, we create 
profits for ourselves.99 
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DISTRIBUTORSHIP 
OPPORTUNITY 





The manufacturers 
of “ROCKET” 

fast car wash 
equipment are 
seeking additional 
representation in 
various sections 

of the country. 

We feel that 
members of the 
petroleum 

industry are in 

a related field, and 
should be among 
our most successful 
distributors. 

Our company is 

the oldest 

and largest in our 
industry. The 
factory program 

is specific and we 
require distributors 
capable of 
executing same. 

If interested, we 
would like 

the’ opportunity to 
discuss this further. 


Contact: L. Klein, Vice Pres. 


SERVICE METAL FABRICATORS, INC. 
2350 West 58th Street 
Chicago 36, Illinois 


WAlbrook 5-1400 





CRAMPED FOR SPACE? 


YOU NEED A 
MORRISON-INTERNATIONAL 
108 TIRE MERCHANDISER AND WAREHOUSE 


TIRE BARGAINS | 





BUDGET AE ebb t See ee ates seananeea Prem me 


TERMS 


DRIVE 


RE-CAPS 


: TRADE 
Tritton yin 


SeCURCUCtie eaeaaEE cepa aay 


If space is a problem for you, 
here’s the perfect solution. 108 tires in mass outside 
display, protected from weather and theft. 
Advertising signs help sell tires. Tire inventory and handling 
problems are practically eliminated. Just put tires in, 
leave them till they're sold. Don’t miss out on the profit of more tire 
sales just because you can’t keep an adequate stock on hand. 
Add a complete tire salesroom with a 
Morrison-International Tire Merchandiser and Warehouse. 


TIRE MANUFACTURERS — PETROLEUM MARKETERS. Increase 
your tire sales with Morrison-International Tire Displays. Ask about 
our Special Promotional Plan. 


THREE STAR SALES CORPORATION 


12 DEPOT SQUARE 
ENGLEWOOD, NEW JERSEY 
Ph. LOwell 7-1700 


3453 CAHUENGA BLVD. 
LOS ANGELES, CALIFORNIA 
Ph. HOllywood 2-0867 


NATIONAL 
SALES AGENCY 


CHICAGO, ILLINOIS 


| 56 W. MAPLE STREET | 
Ph. MOhawk 4-3342 | 


Manufactured by 


INTERNATIONAL EQUIPMENT DIVISION 
2485 WALDEN AVE. ° BUFFALO 25, N. Y. 


A Subsidiary of Ryder System, Inc. 


What They’re Saying 





About Shell's ad agency 
... Two-brand marketers 
... Travel development 


¢ The Ogilvy-Shell arrangement 
outlined by Cyril Martineau, Shell's 
advertising manager . . . is one which 
Shell literally turns the complete con- 
duct of its advertising operations over 
to its agency .. . If this . . . is true 
. then Mr. Ogilvy and his helpers 
have acquired the most perfect client 
in all advertising history . . . There 
are a lot of cynics in the advertising 
business who will wager the conven- 
tional eight to five that this portion 
of the idealistic marriage of Shell and 
Ogilvy breaks down before the [fixed 
fee] financial arrangement has a 
chance to prove its staying power.” 
Advertising Age magazine 


¢¢ The API's travel development 
committee is a truly new departure 
in oil history [which] offers us, for 
the first time, a practical, nationwide 
project to increase consumption 
rather than merely take gasoline busi- 
ness away from each other in a ready- 
made market.” C. J. Guzzo, API mar- 
keting vice president 


¢¢ I cannot help but have the feel- 
ing that [the moves by integrated 
companies to purchase private-brand 
marketers or start their own private 
brand] are motivated consciously or 
unconsciously with the objective of 
disposing of the derivatives of a few 
additional barrels of crude. I also 
think this method of marketing is not 
going to work. I do not think any 
integrated company can successfully 
and profitably market under its own 
trade mark at one price and through 
a private brand at another.” E. K. 
Bennett, president, NOJC 


¢¢ No matter where we turn, we find 
our private carriage under strong and 
continual attack not only by direct 
charges but also by unsubstantiated 
intimations. Wherever our retail de- 
liveries are performed by common 
carriers, the rates are considerably 
higher than our own operation would 
cost.” F. B. Hufnagel, Jr., assistant to 
marketing vice president, Sun Oil 


¢¢ Yes, you [of SIGMA] are inde- 
pendent, but that independence does 
not give you special privileges, or the 
right to destroy something that the 
business society of which you are a 
part has created for its mutual pro- 
tection and profit.” Harry S. Read, 
executive secretary, SIGMA 
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New DuPont study of 4,507 motorists 
reveals latest trends in buying habits 


Are motorists becoming more loyal to 
their local service stations . . . or less? 

How much influence do give-aways 
have in the motorist’s choice of gaso- 
lines? 

What percentage of people use their 
cars on vacations? How popular are 
credit cards? How do they influence 
buying habits? 


These are just a handful of the ques- 
tions answered by DuPont's newest 
survey, “Profile of the Motorist”— the 
fourth in a series that constitutes the 
most complete study ever made of the 
American motoring public. 

From coast to coast, 4,507 motorists 
were interviewed in this survey. Each 
interview was a penetrating study of 
the person’s likes and dislikes, and his 
or her buying habits. Some 61 ques- 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. duPont de Nemours & Company (Inc.) 


tions were asked, ranging from “Did 
you buy at a station with lower prices 
during a price war?” and “Do you still 
usually buy your gasoline at this sta- 
tion?” to “Do you have access to a pri- 
vate swimming pool?” and “Where did 
you spend your last vacation?” 

The result of this interviewing is a 
vast array of data which has been fed 
into a processing system from which 
various combinations of facts can be 
extracted to answer specific questions 
for oil marketers. 


Your questions answered 
The “Profile of the Motorist” survey is 
part four of Du Pont’s continuing inves- 
tigations (begun in 1952) into the pat- 
terns of motorists’ buying habits. These 
studies are offered to the industry as a 
service from Du Pont. 


information, contact 
Petroleum Chemicals 


For further 
your DuPont 
representative. 


Man with 
the facts 


at DuPont is Rob- 

erts W. Brokaw, 

survey analyst in 

the Special Services 

Section, who is in 

charge of assem- 

bling data from the 

“Profile of the Mo- 

torist” study to answer specific ques- 
tions for DuPont customers. Mr. Bro- 
kaw has been with the Petroleum 
Chemicals Division since its formation 
in 1947 and has supervised all previous 
motorist studies. 
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The show about the road 





is now on the road 


Every road in America leads to adven- 
ture. 

This, in seven words, is the theme 
behind one of the oil industry’s newest 
travel development tools — DuPont's 
new half-hour color movie, “Highway 
Holiday.” 

“Highway Holiday” is a 16mm ver- 
sion of the CinemaScope feature 
“Down the Road,” which is now being 
distributed to theaters across the na- 
tion by 20th Century-Fox. “Holiday” is 
designed for non-paying showings to 
any interested group. Both films are 
part of DuPont’s marketing services to 
the oil industry. 

“Highway Holiday” takes the audi- 
ence to all corners of the American con- 
tinent — from the sweeping highway 
across the Painted Desert to a historic 
old village in New England, from the 
gleaming sands of Daytona to the ma- 
jestic mountains of Canada, from Que- 
bec to Mexico. 

All this travel has a meaning. “High- 
way Holiday” will encourage a greater 
appreciation of the heritage and beau- 
ties of America, and stimulate motor- 
ists’ interest in seeing them firsthand 








pa the convenience and comfort 


of the family car. 


Prints available 

You can obtain prints of “Highway 
Holiday” for showing to clubs and oth- 
er groups, or for local television use. 
The film is intended to provide you, as 
a marketer of gasoline and other oil 
products, with a broad “expand-the-de- 
mand” promotion, as a backdrop for 
your own travel development activities. 

For further information, contact 
your DuPont Petroleum Chemicals 
representative. 








ASSISTANT GENERAL MANAGER 


CARL S. OLDACH is Assistant General 
Manager of DuPont’s Organic Chemi- 
cals Department, one of the divisions 
of which is Petroleum Chemicals. 

Mr. Oldach joined the company in 
1940, as a senior chemical engineer in 
the Ammonia Department (now the 
Polychemicals Department) laborato- 
ries at the Experimental Station in 





Wilmington. In succeeding years he 
held several technical management 
positions in the department, and _ in 
1955 he became Assistant Director of 
the Development Department. In 1958 
he was transferred to the Organic 
Chemicals Department as Director ot 
Sales of the Freon® Products Division. 
In May 1960, he was appointed to his 
present post as Assistant General Man- 
ager of the department. 

Mr. Oldach has a Doctor of Science 
degree in chemical engineering from 
the Massachusetts Institute of Tech- 
nology, in addition to his Bachelor of 
Science degree from Yale University. 

He has published a number of scien- 
tific articles relating to analysis of sul- 
fur compounds in gases. He is a mem- 
ber of the General Committee of the 
Refining Division of the API, and also 
holds memberships in the American In- 
stitute of Chemical Engineers and the 
American Chemical Society. 

Born November 28, 1914 in San 
Diego, Calif., Mr. Oldach now lives in 
Wilmington, Del. with his wife, two 
daughters and son. 
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Low-cost way 
to break foam 
in gas scrubbing 


Here is a new wrinkle that is already 
helping several companies to cut the 
cost of foam breaking in atmospheric 
and vacuum distillation processes. 

The foam-killer that makes this pos- 
sible is Du Pont’s OCENOL,® which is 
already well known for its anti-foam 
advantages in amine processes for re- 
moving H.S and CO, from liquid 
hydrocarbons, natural and _ refinery 
gases. 

OCENOL carries a low price tag, 
and works effectively in small concen- 
trations of only 0.1 to 0.3 Ib. per 1,000 
barrels. The result is that you pay a 
very low price to break foam with 


OCENOL. 


Facts in data sheet 

OCENOL is a technical grade of oley] 
alcohol, rich in cetyl and unsaturated 
Cy, alcohols. It is available in two 
forms: OCENOL and OCENOL P. 
OCENOL P contains a lower propor- 
tion of unsaturates than OCENOL. In 
some applications, the products can be 
used interchangeably. 

For information, contact your 
DuPont Petroleum Chemicals repre- 
sentative. 








= SALES OFFICES — 


RAndolph 6-8630 
MAin 1-3422 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15-101 Prospect Ave. 


Houston 2— 
705 Bank of Commerce Bldg. 


Los Angeles 17—612 So. Flower St. 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza LOcust 8-3531 
Pittsburgh 22-1 Gateway Center ATlantic 1-2933 
San Francisco 4-111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 3-8581 


In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12, 
Ontario HUdson 1-6461 


OTHER COUNTRIES: 
Petroleum Chemicals Division, Export Sales, 
Wilmington 98, Delaware PRospect 4-2962 


CApitol 5-1151 
MAdison 4-1354 


REG ys. Pat OFF 


Better Things for Better Living 
... through Chemistry 


Du Pont Lead Antiknock Compounds and other Petroleum Additives 


OVER 
A-18273 
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why is it your oil equipment headquarters 


here are 4 reasons why 9 


1. The Spectacular Sixties are ushered in with 

a new need for action in serving the oil industry. 
Morrison is ready with the most complete line of 
equipment for those in the truck tank, service station, 


terminal and bulk plant businesses. 


, a Proof of more than 106 years of service— 
in pioneering engineering and in leadership— 
provides the complete answer for the operator who 


wants equipment that is guaranteed. 


3. Whether you operate or sell, you want to 
specify Morrison for every job. Our complete 
engineering service stands ready to meet the most 
challenging problems. Be sure to consult with 


our experienced personnel. 


4. In the fast-moving decade ahead you will want 
to deal with a company that can move fast in 
terms of delivery and service. Get the long term 


savings and satisfaction that Morrison can give. 


BIG PLUSES! Morrison is 106 years 


young in serving the oil industry—tin every 
specification you will find Morrison competitive in 
price, with the plus promise of solid performance 
on the job—1961 brings you our most complete line 


catalog: be sure you have your copy—order today! 


o 
MORRISON BROS. co. Me 
OIL EQUIPMENT HEADQUARTERS 4 DUBUQUE, IOWA 
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Largest manufacturer of antifreeze exclusively for private label marketers... 


JEFFERSON CHEMICAL OFFERS 





JC-40 
... Conventional 


Ethylene Glycol Antifreeze! 


To assure you of being competitive in any market- 
ing situation, Jefferson Chemical offers Private 
Label Marketers two excellent antifreezes. You 
. can sell either or both with the utmost confidence. 


Formula JC-40 conventional ethylene glycol 
antifreeze is designed for one cold-weather-season 


usage. It offers excellent corrosion protection for 
all automotive cooling system metals. This is your 
bread-and-butter brand to recommend to those 
customers who drain their antifreeze in the 
Spring. Actually this conventional antifreeze is of 
a higher quality and out-performs many of the 
antifreezes now being offered as premium brands. 


Dependable Supply . . . Jefferson is one of the world’s three largest pro- 
ducers of ethylene glycol. Assured Quality . . . Jefferson has an extensive 
and continuing research project in the Austin Research and Development 
Laboratories devoted exclusively to creating better antifreeze products. 
Prompt Distribution . . . Jefferson maintains canning and distribution centers 
in convenient locations coast to coast. Noncompetitive Supplier . . . Jefferson 
is a manufacturer of antifreeze, not a public marketer. We do not have our 
own label and do not compete with you for the consumer's antifreeze dollar. 


What Do You 
Want Most From 
) Loli ae Vil iiig--y 4-) 

Manufacturer? 
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TWO QUALITY ANTIFREEZES 
to wear YOUR PRIVATE LABEL! 


JC-6O 


kes Kxtended-Life 
Kthylene Glycol {ntifreeze! 


JC-60 extended-life ethylene glycol antifreeze is a spe- 

cial product containing greater corrosion-inhibiting CORROSION DATA 
qualities. Its performance is comparable to any of Weight loss, mg./sq. in. 

the so-called super-life or year-around antifreezes. *Suggested  JC-60 
JC-60 is your profitable marketing “step-up” for the Maximums Results 
customer who wants true premium quality . . . who 

wants to leave antifreeze in the cooling system for an 

extended period. JC-60 comfortably meets the extreme- 

ly exacting requirements of the currently accepted 

glassware test* using chloride and sulfate ions —» 


Write for complete information and samples of JC-40 and JC-60 


for testing . . . Jefferson Chemical Company, Inc., J = F Ee FR S$ O Sd 
1121 Walker Avenue, P. O. Box 303, Houston 1, Texas. ¢ 4 t met q <> 7% = <> 
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~ Save on your Fuel Oil and 
LP-Gas delivery costs with 


‘61 FORD TRUCKS 


NEW 262-CU. IN. "BIG SIX" FOR GREATER 
TWO-TON PERFORMANCE AND ECONOMY 


America’s savingest two-ton petroleum delivery 
trucks now offer a big 262-cu. in. Six with the power 
of big displacement, the gas economy of 6-cylinder 
design, plus the durability of heavy-duty construc- 
tion. This engine features a sturdy stress-relieved 
head and block, strong forged steel crankshaft, 
long-lasting, stellite-faced intake and exhaust valves 
and durable, pyramid-type connecting rods. Ford’s 
proven 292 V-8 and 292 Heavy Duty V-8—the V-8’s 
with “six-like’” economy —are also available for your 
special power requirements. 


And you save with other new durability features 
like the more rugged frame, stronger radiator with 
new lock-seam construction, improved cab and 


chassis electrical wiring, plus longer, easier-riding 
and more durable rear springs. In certified tests by 
leading independent automotive experts the Ford 
F-600’s improved rear brakes showed an increase of 
39% in brake lining life. 


You save more . . . because you can carry more 
every trip! Functional chassis construction pro- 
vides maximum strength with minimum weight for 
top payloads. Ford’s tilt-cab design distributes 
more weight to the set-back front axle to increase 
payloads by as much as 1,000 pounds. And parallel 
ladder-type frame with 34-inch width—standard on 
all Ford models—allows you to install special tank 
bodies easily and at less cost. 
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SAVE UP TO $150 ON 
FRONT TIRES 
In certified tests Ford front tires lasted 
up to twice as long. In 50,000 miles, 
savings can add up to $150 on a pickup 
. more on two-tonners. And Ford’s 
sturdy I-Beam front axle and leaf- 
spring suspensioncut maintenance costs. 


SAVE WITH POSITIVE 
CRANKCASE VENTILATION 
Ford’s Positive Crankcase Ventilation 
system cuts engine corrosion and oil 
contamination for greater engine dura- 
bility and extended oil life. It’s stand- 
ard on the new 262-cu. in. “Big Six.” 


FORD TRUCKS COST LESS 


YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” PROVES IT FOR SURE... 
FORD DIVISION, rad/Kolor Company, 
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SAVE WITH 39% LONGER 

BRAKE LINING LIFE 
The Ford F-600’s improved rear brakes 
have a more positive retracting spring 
that completely disengages linings from 
drums for longer brake lining life. 
In certified tests rear brake linings 
lasted 39% longer. 


SAVE WITH PRINTED 
ELECTRICAL CIRCUITS 
Ford’s long-lived printed wiring circuit 
is standard on all Tilt Cab models. This 
system eliminates the “‘under dash’’ 
tangle of wires, minimizes shorts and 
provides for easy repair. 


NEWS 


SAVE WITH HEAVY-DUTY 
11%-INCH CLUTCH 

A big HD 11%- inch clutch is now 
available with Ford’s 292 and 292 HD 
V-8’s for increased durability. Its large 
140.8-square inch lining area dissipates 
heat faster for longer clutch life and 
greater dependability. 


SAVE WITH TILT CAB 
ACCESSIBILITY 


Ford C-Series cabs are quick and easy 
to tilt forward to expose the engine for 
inspection and service. Because you get 
such complete engine accessibility — 
maintenance and downtime can be cut. 


























‘T hate the cost of advertising. 
I also hate the cost of research, 
new equipment, packaging, salesmen 
and everything else it takes 


to make a profit these days.”’ 


Py te ce Ne 


NATIONAL PETROLEUM NEWS A McGraw-Hill Publication 
For Oil Marketing Management 330 West 42nd Strcc., ):cw York 36, f Y. 
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— ‘The proof of 
the plan 1s 


in the pasting 


Fram scores with a promotional 
plan dealers say is worth changing 
filter lines for. 


TBA selling has relied for years on the use 
of premiums for one-shot stocking of dealer’s 
shelves. But Fram’s Million $$$ Giveaway 
works on an entirely new principle. 

Number one, Fram and Fram Suppliers 
give gifts to dealers absolutely free for in- 
creasing filter and oil change business. 

The more filters a dealer sells, the more 
valuable his gifts as a reward. Two Gift 
Certificates are given with every 24 Fram 
Filter order. A dealer can immediately re- 
deem his Certificates for gifts, or accumulate 
them by pasting them in a Fram Gift Certifi- 
cate Book and redeem them later for more 
valuable gifts. 

The proof of this plan is in the pasting! 
Dealers have proved that they'll sell more 
oil and filter changes for bigger rewards. 


sk FRAMARKETING.. . 


There’s no stocking of premiums required 
by suppliers participating in Fram’s Million 
$$$ Giveaway. Fram handles all gifts and 
ships them prepaid. 

This is the kind of plan that really 
helps a dealer build business. As one 
dealer says, “This is worth changing filter 
lines for...”. And it’s only one part of 
FRAMARKETING*—almost 200 Fram 
field representatives are working daily on 
special oil company filter sales assignments; 
Fram advertising is the most consistent 
in the filter industry. All reasons why 
FRAMARKETING* is the most compre- 
hensive sales development program in the 
industry to up filter volume, oil volume and 
sales on all TBA items. 

Why wait? Put this successful program to 
work for you now. All you have to do is 
phone or write National Accounts Division, 
FRAM CORPORATION, Providence 16, 
R. I. GEneva 4-7000. 


the automotive industry’s complete service 


for development of volume filter business; with research, training, 
advertising, promotion, sales-aids and personal field assistance, 


NATIONAL PETROLEUM 
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now! 


A NEW OPERATOR 


by the originators 


of cable control in 1933 


for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 





cross braces. Levers are of malleable iron, shorter 











and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 





in. for older types of emergency valves or 2 in. for 
newer larger valves. 


Other outstanding features of this new 











operator include the following: 


@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 


@ Provision for manual tripping from two or more remote points 


@ Theend frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 


In any size frame from 1 to 10 compartments (5-compartment 
operator is only 8 1/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 

















Operator can be mounted in any convenient position. 


Send for detailed information and prices *U.S. Patent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 
ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11,CALIF, 
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The new Gilbarco 6x4 series of centrifugal pumps! 


Fueling jet aircraft... Pipeline booster installations... 

Hydrant fueling systems... Barge unloading units... 

... this new line of Gilbarco centrifugal pumps is de- 

signed especially for handling liquid hydrocarbons where 

high heads are essential for peak efficiency. 

@ The first positive self-priming centrifugal pump that 
allows heads up to 400 feet at 600 gallons per minute! 

®@ Capacities up to 1,000 gallons per minute. 

@ Ruggedly built, yet relatively small in size. 


@ Self-priming and straight centrifugal models. 

@ Furnished in models up to 100 horsepower. 

@ Models for truck power, or direct drive — electric, 
diesel, gas-engine. 


Before you buy any pump, check with Gilbarco first — no 
other pumps can give you so much return on your invest- 
ment. Why don’t you write today for complete informa- 
tion. GILBERT & BARKER MANUFACTURING COMPANY, 
West Springfield, Massachusetts and Toronto, Canada. 


The world's finest petroleum handling and 
marketing equipment comes first from 
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These Products SELL Your Produgie.. 


| | Prolong en qin 


SALES MESSAGE HERE A COMPLETE ~anS q 
. OIL CABINETS ° | | 


SELOIL Cabinets help YOU... 


e Increase motor oil sales 
e Speed driveway service 
e Promote Station cleanliness 











You sell more motor oil with an eye-catching 
mass display to remind the customer to buy 
and the man on the driveway to sell. Five 
models to choose from including a new 48-inch 
SELOIL cabinet to match low silhouette pumps. 


@ lube-service center 


A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to. build repeat 
business and lube-bay profits. 





Easy BupGet TERMS , toe TIRE Sees: dsed) i isi 

Liberal Trade-in Allowance amt i } i ‘ ‘ peti 4 J } ML i di aT Trade For Satety E Savings Tire Merchandising 
‘pect Cabinet 

AAAtTT) RT 











Ne Easy Bupser Terms | + TIRE BARGAINS me 
MASS DISPLAY and point-of-sale advertising to help increase ee ee ee 


tire sales for you. Doors open and close in SECONDS on ball- 1 




















bearing rollers. Advertising message always visible. Capacity 





(Same unit, doors closed) 


108 average-size tires. Display never blocked by cars. 
Install on any surface, concrete, asphalt, gravel or dirt. 


VENDING SHELTER 


Refreshment Patio 


Take advantage of today’s growing 
demand for vending. The Refresh- 
ment Patio is the NEW idea for 
building sales volume and improv- 
ing station operation. Creates new 
traffic, protects customers and 
equipment, eliminates clutter. 


@ Available in lengths of 12, 18 and 24-feet. Four 
combinations of each size to choose from. 


MODERN METAL PRODUCTS CO. - BOX 1798 - GREENSBORO, N.C. 
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Revere 9900 Series Area-Lite attracts customers, 
makes it easy for attendants to service cars. 


Twin bracket Triple bracke 


Twin mounting folgial 


fixed at 15° angle 


a 


Fa Single pole top 


ie 
fitter, adjustable , 
|: Twin pole top | Z 
} fitter, adjustable . 


Adjustment features and variety of fittings 
make many mounting arrangements possible. 


Pn 


Versatile, rugged new Revere 9900 Series Area-Lite 
features striking wrap-around design, provides high-level light 


Efficient lighting—The Revere 9900 Series Area-Lite 
is available in four-lamp or six-lamp models each for 
96” or 72” HO, VHO, SHO or Power Groove lamps. 
Its highly efficient design assures maximum light 
level and efficient distribution. An outstanding fea- 
ture is the “wrap-around” design — the diffuser 
surface is evenly lighted over its entire area. There’s 
no center shadow as in other luminaires where the 
light source is “split down the middle.” 


Versatile mounting arrangement—Design of the 9900 
Series Area-Lite in end-mounting or center-mount- 
ing luminaire styles, together with the choice of 
brackets and pole top fitters makes possible many 
mounting arrangements. Center-mounting 9900 
Series Area-Lites are particularly suitable for use 
as high mounting floodlights for service station 


entrances, perimeter or service areas. End-mounting 
units in single, twin, or triple arrangements make 
strikingly attractive island lighters, and are equally 
suitable for lighting approaches and service areas. 

All end-mounting arrangements (except with “Y” 
bracket, fixed at 15°) permit adjustment of angle, 
tilt and rotation. Poles offered include both heavy 
duty and extra heavy duty tapered square rigid poles 
in 12, 14, or 16-foot heights. 


Rugged, easy to install—9900 Series Area-Lites fea- 
ture premium construction, with extensive use of 
extrusions and die castings. A 29-inch length of 
standard 2-inch pipe runs through the reinforced 
steel center structure for utmost strength. Pole-top 
fitters have a wiring chamber, making installation 
quick and easy. Area-Lite is UL listed. 


For complete information, write for 9900 Series Area-Lite bulletin. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. 





e 7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 e Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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New pressurized windshield de-icer 
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assures exceptional performance. 


When you count on Crown, you get more than a advantage of Crown’s unmatched pioneering leader- 
complete range of aerosol cans. Only Crown makes ship in the aerosol field. 

both seamless and fabricated types. You get the For dependability, variety and service in aerosols 
benefit of production facilities greatly expanded to for your products, get in touch with Crown today! 
give you faster, better service. And you get the We will be glad to send you more details. 


for cans * crowns * clo: ures * machi ne ry 


CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Philadelphia 36, Pa. 
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Hose unshaken by loads that 
surge, shudder, shock 


BFG dock loading hose smothers pulsations that cause leaks 


ye the terrific pulsations, shock and 
surge loads that cause most dock 
loading hose to weaken and finally 
leak. That’s because ordinary hose uses 
stiff fabric plies as reinforcement. The 
cross threads of these square-woven 
fabrics tend to “‘saw’’ each other apart 
as the hose pulsates. 

By replacing these fabric plies with 
nylon cords, B.F.Goodrich has made 
its 975 dock loading hose 20% more 
flexible—it can stand the destructive 
jolts, stay on the job long after ordinary 
hose is unusable. These nylon cords 
run parallel with no cross threads to tie 


them together, are completely free to 
‘give’ and absorb the pulsation set up 
by the pumps. 

This B.F.Goodrich hose is also easier 
to handle because it’s much lighter 
than ordinary hose—almost 22% lighter 
in some sizes. Yet it has the strength 
to handle working pressures of 200 
pounds. 

For protection against the rough 
dock service, the cover of this hose is 
made of a tough rubber compound that 
resists abrasion, weathering, sun-check- 
ing and aging. It is built to take full 
vacuum. A spiral spring steel wire is 
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imbedded in the rubber, prevents col- 
lapse, increases crush resistance. 

Ask your B.F.Goodrich distributor 
to tell you more about Type 975 dock 
loading hose—an improved hose that’s 
easier to handle, faster to connect and 
reduces operating costs. B.F. Goodrich 
Industrial Products Co., Dept.\ M-¢ 
Akron 18, Ohio. ee 


B.EGoodrich 





THE HEART OF EVERY HOME FUEL OIL 
DELIVERY TRUCK IS THE PUMP! 








Choice of horizontal or 

vertical 2’ suction and Discharge rates 
discharge ports simplifies 30 to 120 g.p.m. 
piping and installation. . 


: i Rotation can be either 
Cover plates give ready : re slain ae 
april, pvngpconenecncied “<a ; o counterclockwise at input 
for inspection purposes ve : aah, oo mnpieed. 
without disturbing piping. f —_ ’ 


“Remite” self-lubricating- 
seal ends shaft leakage 
and customer complaints. 


Rugged, durable, cast 

iron construction means 
long life under the toughest 
operating conditions. 


Impeller and diffuser a pa Heavy-duty gear box with 
design eliminates i] helical-cut ductile-iron 


metal-to-metal contact, f iH gears running ina 
resulting in long service life. Bos bath of oil. 


: Gear boxes supplied in 
a 6 o'clock seuiiton but can 
linen ae en be quickly rotated to 3 or 


a “9 of or" or 9 o'clock position in the 
rick mounts. field if required. 


v OW! The new MARLOW UNIVERSAL 


® truck pump for home fuel oil delivery 


This fine new unit represents one of the greatest advances in 

truck pumps since Marlow introduced the speed increaser 

self-priming centrifugal truck pump to the Petroleum Indus- 

try in March of 1949. There’s no metal-to-metal contact or 

close clearances in this pump; that’s why it maintains full 

capacity throughout the entire life of the unit. And—you'll 

appreciate the unit’s leak-proof “Remite” seal that makes 

messy driveways and customer complaints a thing of the past. 

Here’s a pump that will make it possible for you fi realize ful MAR LOW PUMPS 
utilization of your tank truck investment. Why not write DIVISION OF BELL & GOSSETT COMPANY 
Marlow today for complete information on these new truck MIDLAND PARK, NEW JERSEY 

pumps and the name of your nearest Marlow dealer. Morton Grove, Illinois * Longview, Texas 6.54 
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TPAD & the sign of DISTINCTION 


LOOK 
INSIDE 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


NEOonw PFPwRO DVS 
INCOR POR AEE XI? 
® Zima 4, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


WO OPOTME ........ certain. service stations. 
Please have a Signvertising Engineer call. 


Company 
Address 


City... 











Only 51 in. high, internally lighted, finished with liberal use of chrome and stainless, 
the new Wayne 440 Series is designed to attract customer attention day or night. 


The New Wayne 440 


Lights your island brighter 
than any other pump made 


Behind the panels...reliable Wayne componentry Behind the bezel above each dial face of the new Wayne 440 


Simplified M-56 
Computer has 200 
fewer parts than its 
predecessor, assur- 
ing trouble-free oper- 
ation with minimum 
maintenance. Exclu- 
sive safety clutch on 
reset linkage prevents 
computer damage or 
shaft distortion. 











Famous Wayne 
2PM-3 2-Piston 
Meter provides a 
smoothness of oper- 
ation unknown in 
other designs. Micro- 
accurate even at slow 
rates of flow. Built for 
extreme corrosion 
resistance. 


Solo pumping unit 
gives true continu- 
ous-duty pumping 
under all operating 
conditions—at no ex- 
tra cost. Completely 
self-contained. Most 
reliable unit found 
in any island pump. 


Series Pump is a 24-in. fluorescent tube. These two lamps 
bathe the dial faces—and the surrounding island area—in a 
clear white light, making auxiliary lighting unnecessary. In 
fact, the Wayne 440 provides more illumination than any 
other pump on the market. 


This pump draws business. Its compactness and clean design 
imply an efficient, up-to-date station operation. And lighted, 
it provides the kind of visibility that is psychologically attrac- 
tive to the motorist at night. It takes minimum island space, 
too, allowing you more TBA display without congestion—a 
profit angle not to overlook. 


The Wayne 440 is made as a single outlet, 2-outlet single- 
product, or 2-outlet 2-product pump in either suction or 
remote types. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation e Salisbury, Md. e WAYNE PUMP CANADA, LTD. ¢ Toronto, Ontario 
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PURE helps jobbers 


make 
more 
money 
from 
service 








stations 


Clinics in service station management for volume and profit are being held 
right now throughout PURE’s marketing area. If you’d like more facts about 
how one of these clinics can help you as a Pure Oil jobber make more money 
from your service stations, call or write our District or Division Manager in 
your area, or Retail Marketing Department, The Pure Oil Company, 200 East 
Golf Road, Palatine, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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PURPOSE-BUILT... 


























FOR SUBURBAN DELIVERIES 


T-70 Rotocycle Meter 
(Capacity 70 gpm) 


Roe ROAR AERC DK AKAN 


BBC See See | 


FOR IN-CITY WORK 


T-120 Rotocycle Meter 
(Capacity 120 gpm) 
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to put your trucks on the profit road 


ROCKWELL “T’” SERIES 
Bicycle TANK TRUCK METERS 


In Rockwell ‘“‘T’’ series tank truck meters 
you get advanced design with compact pro- 
portions that save both weight and space 
for greater payloads. And you get the pre- 
cision accuracy of Rotocycle meters, proved 
over the years for reliability under heavy 
work loads and engineered to take the pun- 
ishment of truck travel in stride. 

These tank truck meters are purpose- 
built. If you are serving suburban areas the 
model ‘“T-70”’ with its 70 gpm capacity 
should adequately handle your needs. For 
in-city work, where faster deliveries are de- 
sired, the large capacity ‘“T-120” fills the bill. 

In both Rockwell meters you get every- 
thing you need to make your metered opera- 
tion sure and economical. A strainer, an air 


separator, and an automatic shut-off valve 
are all engineered into these units. These 
elements plus the meter rotor are accessible 
for routine cleaning and examination 
through full size areaways. Rockwell ““T”’ 
series meters are also easy to calibrate—only 
a screw driver is required. 

Installing these meters is quick and easy. 
You are offered the option of three inlet con- 
nections and two outlets. You can even make 
a right or left hand setting without using 
adaptors. 

For the full story write for bulletin OG-410. 
Rockwell Manufacturing Company, Dept. 
121A, Pittsburgh 8, Pa. In Canada: Rockwell 
Manufacturing Company of Canada, Lid., 
Box 420, Guelph, Ontario. 


ROTQOCYVYECLE METERS 


ROGKWELL© 
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“Am I glad I had him make a check! He 
found four electrical explosion hazards!’’ 


“Saved us money, too. When we planned on moving our 
pump motors outdoors, I thought we’d need the same kind 
of explosion-proof electrical equipment we had indoors. 
Turns out we don't . . . because we're moving from a 
Class I Division 1 to a Division 2 location, under the Na- 
tional Electrical Code. The Crouse-Hinds man caught that 
...and it saved us plenty. 

“No telling what he saved us on our other plans, though. 
Maybe our lives. We wanted to convert a room into a control 
center, complete with valves, flow meters, and so on. The 
Crouse-Hinds man found four spots that needed Division 1 
equipment that we'd overlooked. 


“The point is . . . it takes a specialist to tell the dif- 
ference. I know we'll never change our explosion-proof 
electrical equipment around again without calling in the 
Crouse-Hinds man . . . first.” 

A Crouse-Hinds field representative will be glad to look 
over your new plans or present plant. And he'll recommend 
exactly the right equipment for each area . . . drawing on 
the broadest line of explosion-proof electrical equipment in 
the world. 

Just call any office below. 


CROUSE MINDS 


SYRACUSE 


OFFICES: Atlanta Baton Royge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St.Louis St.Paul Salt Lake City San Francisco Seattle Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany Baltimore Reading, Pa. Richmond, Va. 


Crouse-Hinds of Canada, Lid., Toronto, Ont. 





Crouse-Hinds-Domex, S. A. de C. V. Mexico City, D. F. 


Peterco, Sao Paulo, Brazil 
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Oil Marketers Are In 
The Trucking Business 


Oil marketing is basically “moving oil to market.” And that takes trucks 
. . . thousands and thousands of them, fifty million dollars worth of new 
ones every year ... just to deliver America’s minimum daily diet of four 
hundred million gallons of gasoline and fuel oil to service stations and other 
bulk delivery stops. 


Except for the size of his widespread truck fleet, Fred Hague, Sun Oil 
Company’s manager of motor transportation, for example, could be considered 
typical of all truck-buying, truck-operating oil marketing management men. 
He is pictured here in two somewhat symbolic situations. One typifies his 
(and their) interest in the design and construction of new oil hauling equip- 
ment, including the components and materials used. The other emphasizes his 
(and their) unending effort to get the maximum safe and economical service 
out of every truck. Both these interests, and they overlap because construc- 
tion and materials affect maintenance just as maintenance needs affect design, 
make Fred Hague and all the other truck-buying, truck-operating readers 
of NATIONAL PETROLEUM News who spend that fifty million dollars a year for 
trucks prime targets for advertising of trucks and all the components, mate- 
rials and equipment used in and on them. 


But oil marketers are not only in the oil trucking business. They are also 
big buyers of stake, panel and specially-equipped trucks. The transportation 
of oil marketing equipment, lubricants, anti-freeze, LPG cylinders, heating 
equipment, tires, batteries, and a multitude of other products is a basic part 
of oil marketing operations. Besides that they buy the trucks used in the 
maintenance and service of oil marketing and heating equipment. 


In short, it is not just oil trucks, or even trucks in general that oil market- 
ing management men buy and are vitally interested in, it is every single 
product and service used in marketing oil. Storage tanks, valves and fittings, 
warehouse equipment, accounting machines, service station construction ma- 
terials, lifts, compressors, lighting equipment, tools, tires, anything and every- 
thing used in the storage, transportation and merchandising of petroleum 
products is bought first, most and primarily by oil marketing management 
men. And, as no one of any objectivity can dispute, the best single way to 
reach them is through the advertising pages of NATIONAL PETROLEUM NEws. 


A Fred Hague, National Petroleum News 
reader and Sun Oil’s Manager of Motor 
Transportation at one of his truck main- 
tenance and repair centers. 


A Fred Hague (left), on inspection trip to 
plant manufacturing trucks for Sun. 





CONTINENTAL HAS THE STEEL PAIL YOU NEED 


Whatever your product, chances are Continental has the right steel con- 
tainer for you. And while steel containers may look alike, only Continental 
has the time-tested experience that leads to perfection in all aspects of 
metal packaging. 

To you, this experience means consistently superior containers. ..excit- 


ing lithography...a dependable source of supply...research facilities 
second to none...famous Continental service. 


For the pail you need, call Continental today. 


60 


€ 


CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 East 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay Street, Toronto 1 
Cuban Office: Apartado 1709, Havana 
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Mobil is on the Move! 
MOVE WITH MOBIL IN '61! 


Join the parade to bigger profits in 1961! 

Mobil programs, Mobil promotions, Mobil campaigns. . . all geared 
to help Mobil Dealers step up to more sales of more items. In 1960 
Mobil Dealers profited from the Credit Card, Payman, Economy Run 
promotions. The Dealer Relations Policy publicity and other advertis- 
ing spelled out the ground rules for success in the service station business. 

Now, in 61, Mobil expands its help to Mobil Dealers. New programs, 
new national advertising to bolster sales, help dealers keep their cash 
registers ringing! 

More than ever it pays to do business with Mobil. Act now! For more NAME 
information, fill out this coupon and ...move with Mobil in ’61! f 


Mobil Oil Company, Room 2062B 
150 East 42nd Street 
New York 17, New York 


Gentlemen: 


I would like to learn more about in 
creasing my profits by doing business 
with Mobil. Please contact me. 





ADDRESS 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 


How American Industry 
Points The Way To 
Sustained Prosperity in 1961 


Something new and very constructive is happening 
in American industry. It promises to add a major 
element of strength to business not only in 1901 but 
right along over the years ahead. 

What is happening is essentially this. American in- 
dustry is planning to continue to invest heavily 
in new and better producing facilities in spite 
of the fact that it has au excess of capacity to 
produce its present range of products. And, by 
doing so, business is helping to shape a stronger 
American « «ouomy. For the continuation of a high 
level of capital investment by business is one of the 
most important keys to sustained prosperity. 

' News of this major new development in American 
industry is provided by the results of the McGraw-Hill 
Fall Survey of Business Investment Plans for 1961 
and 1962, presented in detail at the right. The 
McGraw-Hill investment surveys, now in their 13th 
year, cover a broad cross-section of American industry. 

How American industry is aiming to go ahead with 
a big investment program in spite of its present burden 
of excess producing capacity is highlighted by the 
plans of manufacturing companies, The McGraw-Hill 
fall survey finds that, on the average, these companies 
are using slightly less than 80 per cent of their pro- 
ducing capacity. They would like to be using well over 
90 per cent. 


Dramatic New Departure 

If historic investment patterns were being followed, 
our manufacturing companies, with only about 80 per 
cent of their capacity being employed, would be cut- 
ting back new investment programs drastically, and 
cutting down prosperity in the process, But — and 
here is the dramatic new fact — they plan almost 
no cut-backs in their investment programs. They 
plan to invest almost as much (within 3%) in 1961 as 
they are investing this year. And this year they are 
investing 19 per cent more than they did in 1959. 

There are two major reasons why American 
industry is unwilling to let its excess produc- 





PLANS FOR CAPITAL SPENDING 
(Billions of Doliars) 


1959 1960 1961 1960-1961 1962 
INDUSTRY Actual* Estimated* Planned % Change Planned 





Iron and Stee! $1.04 $1.52 $1.37 -—10% $1.18 
Nonferrous Metais 31 34 34 0 32 
Machinery 7 6115°0=6«O1.1 SO 3 1.11 
Electrical Machinery 52 62 68 +10 63 
Autos, Trucks & Parts 64 89 SS +7 1.02 


Transportation Equipment 
(Aircraft, Ships, R.R. Eq’pt.) Al 37) —10 39 


Other Metalworking 88 37 85 —12 87 
Chemicals 

Paper and Pulp 63 15 Ss —8 53 
Rubber 19 24 23a 4 20 
Stone, Clay and Glass 53 63 6 —I1 55 
Petroleum & Coal Products 2.49 

Food and Beverages 82 94 99 +5 47 
Textiles Al 53 42 —21 40 
Miscellaneous Manufacturing 1.07 1.28 

ALL MANUFACTURING 12.07 14.33 — 3 

Mining 99 99 $0 —9 89 
Railroads §2 = 1.04 19 = —24 83 


Other Transportation 
& Communications 469 520 461 —11 4.18 


Electric And Gas Utilities 5.67 589 6.14 44 6.01 

Commercial (1) 8.21 8.61 8.70 +1 8.54 

ALL BUSINESS 32.55 36.06 3507 —3 33.80 
*U.S. Department of Commerce, Securities and Exchange Commission, 
McGraw-Hill Department of Economics. 


(1) Figure based on large chain, mail order and department stores, in 
surance companies, banks and other commercial businesses. 





ing capacity stall its investment in new facilities 
until the capacity is more fully used. One is that 
a lot of this capacity is obsolete and costly to 
operate. Increasingly rugged competition is creating 
a strong inducement to replace this antique capacity 
with modern, more efficient equipment which is widely 
available. 
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“R And D”’ Paves The Way 

The steel industry provides a good case in point. 
Despite an operating rate of little more than 50 per 
cent during the last six months, steel companies plan 
a total investment of nearly $1.4 billion in 1961. And 
though this is 10 per cent below their capital expendi- 
tures in 1960, it will still be the third highest year on 
record. 


incentive and wherewithal to continue a vigorous pro- 
gram of new investment. In addition, if price inflation 
were to begin surging again, it would eat away the 
power of depreciation reserves to purchase new plant 
and equipment. 

The allowances now permitted American industrial 
firms for the depreciation of their producing facili- 


ties are lower than those made in any of the industrial 





Billion Dollars 


CORPORATE CASH FLOW 





35 


28 


21 





Retained Profits 


1959 1960 1961 
Source: U.S. Department of Commerce; McGraw-Hill Department of Economics 


Depreciation 





Also, new investment is required to tool up 
for the manufacture of the new products being 
spawned by the continuing boom in industrial 
research and development. This year, we are 
spending about $13 billion (that’s billion) for all re- 
search and development, about $9.6 billion of it 
through industry.* And out of it is coming the “know- 
how” for a veritable flood of new products, processes 
and equipment, most all of these calling for new pro- 
ducing equipment. Next year, American manufacturers 
plan to get 12 per cent of their sales in products that 


did not even exist four years ago. 


Key Role Of Depreciation Reserves 

A major reason why American industry can 
combine the desire to carry out big new invest- 
ment programs with the necessary financial ca- 
pacity to do it is to be found in the growth of its 
reserves for depreciation. This year, (1960), busi- 
ness has been in a squeeze between costs and the prices 
it could get for its products. This cost-price squeeze 
has reduced profits sharply. The total of profits for the 
year will be down about 5 per cent. 

Allowances for the depreciation of existing plant 
and equipment, however. have continued to rise. The 
result is that the so-called cash flow of corporations 
(their retained profits plus their allowances for depre- 
ciation) is the same this year as last. And this cash 
flow, shown in the chart above, makes a decisive con- 
tribution to financing new investment. 


Inflation Would Be Deadly 


If the sort of profit squeeze that has prevailed this 
year were to become chronic, it would blight both the 
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countries with which we are in increasingly tough 
competition. More adequate allowances would speed 
up the job .of modernizing American industry. An 
earlier McGraw-Hill survey indicated that it would 
cost only slightly less than $100 billion to bring our 


nation’s plant and equipment up to date. 


But at this juncture, American industry’s 
eagerness and capacity to maintain a high level 
of investment capital is adding a great new ele- 
ment of constructive strength to the nation’s 
economy. 


*The significance of this boom for American industry is ana- 
lyzed in a new McGraw-Hill book, “The Research Revolution” 
by Leonard Silk, Economics Editor of Business WEEK. To- 
gether with other new business investment trends the “R & D” 
boom also constitutes a key part of another new McGraw-Hill 
book, “New Forces in American Business” by Dexter M. 
Keezer and associates — the November selection of the Busi- 
ness Book Club. 





This message was prepared by my staff asso- 
ciates as part of our company-wide effort to re- 
port on major new developments in American 
business and industry. Permission is freely ex- 
tended to newspapers, groups or individuals to 
quote or reprint all or part of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY 














PUROLATORS 


Features this SYLVANIA 
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Jewel-like in appearance 

... yet packed with power—this 

$34.95 Sylvania model 4 P19 American-made 

radio costs dealers nothing when they buy 
the 1961 Purolator Bonanza deal. 
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Here’s all your dealers do to get this 
$3425 transistor radio at no extra cost! 


V Get the Purolator Bonanza assortment 
of 27 fast-moving filters for $49.95.* 


V Included right in the same package is their 
$34.95* Sylvania radio (and an Eveready 
transistor battery for immediate play). 


Stock up on Purolator Bonanzas now... while supply lasts! 


*Suggested Prices 


SSPE 2 TEASER ISLE SE EE! 


ylvania” and “Purolator” Reg. U. S. Pat. Off. 


The Standard Equipment Line 


he Ue, 


4 PUROLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 


Vhs 
Nie 
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LOOK AT WHAT DELCO'S DOING 
TO HELP YOU SELL YOUR ACCOUNTS! 


“STAGECOACH WEST” ON TV! 


A full-hour ABC network television series 
. with hard-hitting Delco Battery com- 
mercials to stimulate interest in Deleo DC! 


“THE ISLANDERS” ON TV! 


Another full-hour ABC network television 
series... stars Daria Massey, the best looking 
battery salesman you’ve ever seen! 


PLUS MAGAZINES! Dramatic Delco 


ads in five national consumer magazines get 
the Delco story across again and again to 
more than 140 million readers . . . your 
retailers are among them! 


AND OUTDOOR! Colorful Delco boards 


star ‘‘Freshie’’ in 62 metropolitan markets 
coast-to-coast, make Delco’s national 
advertising work hard for you at local level! 


AND RADIO! Deleo radio spots, sched- 


uled for rush hour traffic, reach drivers over 
nearly 85% of the country .. . another 
important advantage for retailers and you! 


Sas ts fan es Ye mak 


DELCO 


DRY CHARGE 


BATTERY 


fom — 
ANOTHER RELIABLE GENERAL MOTORS PRODUCT... . distributed nationally through cM) UM = 
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POPULAR 
SCIENCE 











And don’t forget the profitable sales proposition you can 
offer retailers! A complete line of dry charge batteries for 
car, truck, farm, marine. A huge pre-sold market . . . nearly 
half the cars on the road are factory-equipped with Delco. 
A quality product by General Motors. Merchandising and 
sales help to make Delco’s massive advertising program pay 
off for them ...and you! Cash in on a profitable Delco deal 
right now! Get the good word and the batteries from your 
United Motors Service supplier. 


UNITED MOTORS SYSTEM 
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THRIFTY 


MARKETOR 





for looks, dependability 
and real economy... 


Here’s a dispenser that’s quality-built 

and performance-proved to return sure 

profits on your island. 

Original cost is lower . . . far less maintenance 
required because of design simplicity. 

Bowser’s world-famous Xacto meter protects 
your operating profits because it meters 

any fuel at fast or slow flow with 

split-hair accuracy. 

By any test of value, the Marketor 4800 


Series is your best buy! 


Available in nine models to meet every requirement. 


BOWSER, INC., FORT WAYNE, INDIANA 
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Jets have to get back in the air fast to pay off. That means fast refueling 
. . . 600 GPM through two lengths of H-R hose on this Weld-It Co. 
refueler to satisfy the thirst of American Airlines’ 707. Weld-It Co. 
recommended dependable Monarch aviation hose because it is: 

e Designed specifically for avia- and contraction in service. 

tionrefuelers. Withstandsallgrades e Flexible at below freezing tem- 
of commercial AV gasand JPfuels. perature; cover will not harden or 
e Triple braided of multiple end crack in cold weather. 
rayon cord to prevent expansion e Manufactured in114 


-3’ sizes. 


Also available are collapsible types and 3” and 4” hydrant hose. 


The safety and dependability you’ll find in Hewitt-Robins aviation 
hose are built into all H-R industrial hose and materials handling equip- 
ment. For full details consult your H-R representative, or write Hewitt- 
Robins, Stamford, Connecticut. Ask for Bulletin 1-43. 


FUEL OIL HOSE 


QHEWITT-ROBINS| 


THE NAME THAT MEANS EVERYTHING IN BULK MATERIALS HANDLING SYSTEMS... 
INDUSTRIAL HOSE + CONVEYOR BELTING AND IDLERS - VIBRATING FEEDERS, SCREENS & SHAKEQUTS ~- POWER TRANSMISSION EQUIPMENT 
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FEATURE BY FEATURE “AW ® “4 


AND 


1 








Safety Valve without 
optional Leak Detector 


gue 


2 
Sier 
— 


Safety Valve with 


YOU'LL AGREE — optional Leak Detector 


. 360° Impact Release when struck from any direction it will release and 


positively seal off gasoline flow. 


ys 


~ 


3 
4 
5 
6 


7 


. Shear section always shears above valve. 
. Brass fitted working parts located internally for perfect operation at all times. 
. No nuisance tripping — it takes a dangerous impact to release valve. 
. External valve allows easy shut-off of valve for servicing dispenser. 
160° Fusible Link located high to stay dry and reliable. 


. Exclusive leak detector can be installed on any Red Jacket Safety Valve. 


Provides a quick check for line leaks —often eliminates expensive hydrostatic 
test which shuts down system. 


C 





‘ontact your Red Jacket representative. He can show you all of these features. 





RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 
Contact your nearest RED JACKET REPRESENTATIVE for complete information 


Dallas 31, Texas, R. M. "Mac" Crowder, 6811 Colfax Drive + Detroit 27, Mich., Robert B. Cox, 12133 Coyle Ave. + Hamilton, ORio, C. E. “Red Weaver, 4223 Cincinnat 
Brookville Road + Indianapolis 5, Ind., Gardner Udell, 3820 College Avenue + Kansas City, Mo., R. L. Faubion, Sr., 2525 S.W. Boulevard + Los Angeles, Cai., 
A. R. Sedgebeer, 2707 So. Hill Street * Minneapolis, Minn., E. “Al Zahi, 1516 So. 5th Street + New Orleans 17, La., Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294 
* New York 36, N. Y., Henry D. Fairlie, 15 West 44th Street + Phoenix, Ariz., Lee Vaughan, 3111 N. 34th Place + Pittsburgh 32, Penn., John F. Young, 235-37 Spahr 


Street + Portland, Ore., George Mathews, 325 N.E. 20th Avenue + San Francisco 3, Cal., R. E. Sanderson, 221 11th Street + Seattle, Wash., Tom Baumgartner 
2927 First Avenue * Spokane, Wash., Don Buster, North 210 Helena Street 


EVER 


The Quality 


No. 99SGA 


with the 
“ALL-AROUND” SIGHT GAUGEt 


This valuable safety feature shows from 
every angle the exact status of delivery 


Ever-Tite Tight Fill Systems are better in design — SO they 
are better in performance. 

Smooth full flow elbow without recesses or projections as- 
sures minimum turbulence and substantially speeds delivery, 
which results in reduced costs of delivery of product to 
underground storage tanks. 

Water-tight locking caps are easy to remove from permanent 
adapter on fill pipe. For a completely safe connection, the 
99SGA is then placed on the 97 fill pipe adapter and locked 
by pressing down the push rod. 


And remember a“ 
EVER-TITE is still the leader in 3 


The 3” EVER-TITE System for Tight Fill still leads all 
others because of ever-increasing demands by more and 
more companies who wish to take advantage of safer and 
faster tight fill deliveries. 








UNUM NYY 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
jor the petroleum industry — proved by 22 years of pre-eminence. 
. . “a a“ 
{Design patent 97M Locking Cap with 4" x 4" 97 Adapter 
Double Handles Also with other 


Ask your distributor now size threads 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19,N. Y. 
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Ahead of the News 





IN WASHINGTON 


Justice Dept. vs Phillips—Union Oil Co. of Calif. 
believes the Justice Dept. wili succeed in preventing 
Phillips Petroleum Co. from getting any control of 
Union. Phillips now owns some 15% of Union’s stock, 
which federal antitrusters think amounts to some con- 
trol. Says Union’s board chairman Reese H. Taylor, 
who opposes Phillips’ move, “The antitrust laws are 
intended to prevent the elimination or lessening of . . . 
competition. Consequently, we may reasonably expect 
the government will be successful in this suit.” 


TBA-Bill Outlook—Roosevelt’s TBA bills seem to be 
in for rougher sledding this year. Rep. Avery (R., 
Kans.), who opposes Roosevelt’s divorcement ideas, 
has been directed to help prepare an interim report on 
the investigation of TBA and oil marketing conducted 
by a small-business subcommittee last year. This is 
expected to be less of a blast at major oil companies 
than was expected. It’s also interpreted to mean Roose- 
velt will not have the full support of his subcommittee 
next year, which could weaken the TBA bills’ chances 
of passage in the House. 


AROUND THE COUNTRY 


Product Price Increases?—Look for an increase in 
product prices soon. Most oil companies are granting 
5% pay increases for next year. Sinclair granted 14¢ 
an hour, which amounts to about 5% for most workers. 
At least one company (Continental) plans to “attempt 
to cover this added cost by increasing the price of its 
products.” 


Looking Ahead at Oil Demand 


Long-Range Outlook—Total demand for petroleum 
products will probably rise about 65% by 1975, says 
the McGraw-Hill economics department. In its latest 
revision of “American Prospects for Growth Through 
1975,” McGraw-Hill sees natural gas taking over a 
much greater share of the home-heating and industrial 
fuel markets, leaving to coal the cheaper uses in 
chemicals and power generation. Most domestic oil 
will probably be converted into chemicals, gasoline, 
and lubricants, the economists say. 


Demand Forecast—Pure Oil predicts demand for all 
oil products will increase 3.3% in 1961, to 9,974,000 
b/d. Here’s how the individual products shape up: 
gasoline 2.9%, kerosine (including jet) 21.1%, distil- 
lates 2.1%, residuals 0.1%, all other 4.6%. 
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One-Roof Blueprint—The one-roof trade association 
for the heating-oil industry is taking shape. Negotiators 
have come up with constitution and bylaws covering 
these points: 

e Divisions: Three at first, with a fourth to be added 
later. Marketing-distribution division will include deal- 
ers now in Oil-Heat Institute’s distribution division. 
Promotion-communications division will carry on the 
refiner-supported program of National Fuel Oil Coun- 
cil. Equipment-technical division will include OHI’s 
manufacturer members and its technical division. Later, 
a research division may be added to take over a func- 
tion that is now part of American Petroleum Institute’s 
program. Each division will be headed by a managing 
director, who can be a vice president of the group. 

e@ Top echelon: It will include a 60-man board and 
a 15-man executive committee, with each division 
having equal representation on both groups. Officers 
of the association will include a president-treasurer, 
one or more vice presidents, and a secretary-office 
manager. 

If approved by the 12-man organizational commit- 
tee, the plan this month goes to directors of NFOC and 
OHI, then to the membership of both groups, for fur- 
ther approval. Target date for the unified trade asso- 
ciation is still April 1. 


Cities Service Streamlines—Cities joins the list of 
majors that have tightened marketing operations by 
consolidating various subsidiaries, Its 38-state opera- 
tion will be handled by Cities Service Oil Co., 
replacing four separate units, each functioning autono- 
mously. (See p. 73). The way for this consolidation 
was cleared just before Christmas by SEC action ex- 
empting Cities from the Public Utility Holding Act 
of 1935. 


First-Half Prospects—Prospects for the petroleum 
industry in the first half of 1961 appear reasonably 
good, reports John E. Swearingen, president of Stand- 
ard Oil (Indiana). He estimates earnings will be about 
in line with second-half 1961 and improved over first- 
half 1960. 

4 


Annual Growth Rate—“Over the next few years we 
may expect an average annual rate of demand growth 
of about 2.5%, although it is possible that the gain in 
1961 could be somewhat lower,” says M. J. Rathbone, 
president of Jersey Standard. But this is offset by rising 
demand for oil in the rest of the world, estimated to 
increase at an annual average rate of 6.5% for the 
next few years. 


More Ahead of the News > 


71 





Ahead of the News 





Independent Going Branded—Delta Refining Co., 
Memphis, Tenn., is expected to join the ranks of in- 
dependent refiners going into branded marketing. The 
firm is now studying the most economical ways to 
launch.such a plan, and expects to begin establishing 
a brand—probably “Delta”—early in 1961. Delta has 
a 12,000-b/d refinery in Memphis. In the past it has 
sold its output primarily to private-branders. 


Ohio Oil Grows—Ohio Oil Co. is beefing up its rep- 
resentation in Ohio and Michigan. Some 105 outlets 
are being added to its marketing organization. 

@ Ohio Oil is acquiring Ross Oil Corp., one of the 
largest gasoline and fuel-oil jobberships in Ohio. 
Through an exchange of stock, Ohio Oil picks up 87 
service stations, about two-thirds in the Akron area. 
They will market “Marathon” products, as a subsidiary. 

@ Speedway Petroleum, an Ohio Oil subsidiary, has 
signed up Verbrugge Oil Co., Grand Rapids, Mich., as 
a franchised distributor. This adds 18 outlets to the 
12 Speedway already has selling its products in the area. 


1961 TV Schedules—Gulf Oil has signed a “blank 
check” deal with NBC for sponsorship of news events 
that may break this year. When a news story occurs, 
Gulf will be asked if it wants to pick up the tab. If the 
answer is yes, the network will draw on a supply of 
taped Gulf commercials. Reported limit on expenses 
is $1.5-million. 

Standard Oil of New Jersey wil! pay $372,000 for a 
15-week series of Shakespearean plays to be telecast in 
New York City and Washington, D.C. 


Terminal to Open—The $330,000 pipeline terminal 
Sinclair and Continental are building at Lincoln, Neb., 
should be on stream next month. Four tanks will pro- 
vide storage space for 1.7-million gal. of product trans- 
ported by the Great Lakes Pipe Line. Product will in- 
clude regular and premium gasolines, kerosine, and 
heating oils. 


Antitax Petitions ‘Successful’ — State petroleum 
councils say they’re happy with the results of the Oc- 
tober drive to enlist motorist support in a “drop the 
temporary 1¢ federal tax” campaign. With some peti- 
tions still due, a total of 5.6-million signatures were 
collected at service stations throughout the country. 
Councils then presented the petitions to state Congress- 
men, reporting that a great number have agreed to vote 
against continuing the tax. The associations are also 
pleased with the publicity and promotional facets of the 
campaign, which ran during the first two weeks of 
October last year. On the debit side is annoyance with 
many dealers who dragged their feet in collecting signa- 
tures. 
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Certified Oil-Heat Installations—With its program 
of examining burner servicemen well under way, Oil- 
Heat Institute is now going to tackle the problem of 
upgrading oil-heat installations by means of exams for 
installers. The first exam will be ready sometime this 
spring. Certificates and lapel pins will be awarded to 
installers passing the exam. Jobbers will receive a decal 
if 50% or more of their installers pass the test. (For 
a report on how the burner-servicemen certification 
program works, see NPN—Nov. ’60, p110). 


Union Oil Tightens Screws—Union Oil Co. of Cali- 
fornia reports it is reevaluating all marketing opera- 
tions, among others. “New projects must meet tougher- 
than-ever tests with regard to profit expectancy before 
new investments are made,” says board chairman Reese 
H. Taylor. This reevaluation is necessary, Taylor says, 
because Union is “experiencing increased competition 
from several large Eastern and Midwestern companies.” 


Esso Expands Louisiana Storage—Esso Standard is 
slated to spend about $380,000 to expand underground 
storage facilities for LP-gas at Sorrenta, La. The proj- 
ect, scheduled for the next few months, will add 350,- 
000 bbl. of storage, boosting the total capacity to 1.8- 
million bbl. 


Sun Adds More Wholesale Channels—Sun Oil con- 
tinues its drive to develop new branded outlets through 
wholesale distributors. In 1960 it added 25 new gaso- 
line and 43 heating-oil distributors. 


Antitrust Clamps—California attorney-general Stanley 
Mosk is expected to recommend a toughening of anti- 
trust laws when the legislature meets this month. The 
new antitrust division in the attorney-general’s office 
is keeping a close watch on marketing and pricing 
practices in oil. 

The manufacturing, oil, and mining industry com- 
mittee is due to report to the legislature on its probe 
of price wars in the oil industry. Sources say the com- 
mittee is likely to propose regulation of octane ratings 
to stop posting practices considered to be misrepresen- 
tations. 


IN DETROIT 


Auto Sales—Auto-industry leaders believe the sales 
of passenger cars in the U. S. should run between 6.7- 
million and 7-million units in 1961, including 450,000 
to 500,000 foreign cars, says Edward N. Cole, general 
manager of Chevrolet division, General Motors. This 
assumes personal incomes will continue to rise and 
consumer confidence will be maintained. “If achieved,” 
says Cole, “this would represent the second best year 
in the industry’s history.” 
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Trends to Watch 


Some majors are in a re-reorganization phase, modifying reorganization programs 
instituted as recently as a year or two ago. For example: 





e@ Latest is the long-expected consolidation of the far-flung marketing opera- 
tions of the Cities Service system in the U.S. Like other majors who have con- 
solidated recently (American Oil, Humble, and Mobil), Cities has set up a single 
subsidiary, Cities Service Oil Co. Formerly, four subsidiaries handled product sales. 

Top man in the new organization is F. M. Simpson, president and chief 
executive officer, formerly president of the East Coast marketing subsidiary, Cities 
Service Oil Co. (Pa.). John D. King, marketing vice president of Cities Service 
Oil Co. (Del.), becomes chief marketing official as executive VP of the new 
company. John A. Welch, Arkansas Fuel VP, as vice president of the new set-up, 
will help carry out the reorganization. 


@ Mobil Oil started a management streamlining program in the summer of 
1958 (NPN—July ’58 p104). Now one managerial echelon created under the 
program is being eliminated to shorten lines of communication. General manager 
of marketing Glenn Werly will take early retirement; marketing director Vern 
Bellman will take on Werly’s functions as manager of the department. 

A Mobil man explains that experience is proving the original streamlining plan 
to be less efficient than it looked on paper. The planners, McKinsey & Co., just 
weren’t familiar enough with the complexities of field problems, he says. 


e@ Sinclair reorganized on regional lines two years ago. Now it’s preserving its 
area organization, but changing people who head its regions and adding more high- 
level personnel to give them support. 


e@ Humble Oil & Refining is in a new phase of the mammoth consolidation 
begun a year ago (NPN—Oct. ’59 p107). Humble is setting up four regions, 
geographically quartering the U.S. The old evolutionary shapes of Humble’s former 
divisions (Esso Standard, Humble, Carter, Oklahoma-Pate) will disappear. Esso 
Standard territory will be split in two, Humble territory will be extended westward 
to the Coast. Marketing organization will be created over areas of the Southeast 
and Midwest where none existed before. The object is a more efficient setup for 
fully national coverage. (For more on this development see page 83). 


—NPN— 


What to do with old stations on expensive sites? That’s a problem just about 
every company has to tussle with from time to time. 

Examples: The value of a piece of property near the Merchandise Mart in 
Chicago where an Indiana Standard station stands has risen in value to $1-million. 
Skelly turned down $250,000 offered by Mayo Clinic for a station in Minnesota. 

When the stations are profitable, the temptation is to keep them going. But 
the question is whether a company can justify a station on such valuable land, 
particularly when the time comes for station rehabilitation. 
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Your Personal Business 





Don’t look for a decline in “moonlighting,” the practice of holding down a second 
job to boost income. Increased productivity and the shrinking of the work-week 
will mean more leisure time—and thus more “moonlighting”—says the American 
Management Assn. In 10 years, the work-week will probably be four days. 

Surveys show no great employer resistance to second jobs, except in these 
instances: when the demands of the job reduce the employe’s effectiveness in his 
primary work, when the “moonlighter” works for a competitor, when he works 
while on sick leave, or when he holds an after-hours job which reflects on his main 
employer. The main objectors to the practice are the trade unions. 

Incidentally, “moonlighting” seems to be more prevalent among middle-aged 
or older couples. And the rate of multiple job-holding is higher among men whose 
wives work than among those who are the sole support of a family. 


—NPN— 


The Graduate School of Business Administration at Harvard has put a reverse 
twist on personnel recruiting. Instead of waiting for prospective employers to come 
to the campus, the school’s small-business program sends student “task forces” 
around the country to make pitches for some 200 students who will graduate in 
1961. 

The task force, composed of 30 selected students, is contacting bankers, busi- 
ness clubs, chambers of commerce, alumni clubs, and businesses directly. The tour, 
begun in December, will end the middle of this month. The representatives explain 
the program and are equipped with resumes of all of the graduating students. 

The program is emphasizing the desirability of entering a small or medium- 
sized business where junior management or management trainees will come in 
touch with all phases of the operation and find opportunities for advancement. 
The advantages of positions in large companies are not slighted, however. 

The field tour will be followed by a series of interviews at the university running 
from January 30 to April 28. The placement office is also encouraging prospective 
employers to send descriptions of available positions for students to look over. 


—NPN— 


Suggested Reading: Here it is! All in one book: 300 quotable quips, 101 in- 
spirational phrases, 407 humorous stories, 304 proverbs, and a wealth of other 
aids for the man who is called on to be a toastmaster. You even get 35 introduc- 
tions and modest responses to them. It’s called “The Complete Toastmaster,” 
and the author is Herbert V. Prochnow (Prentice-Hall, $3.95). 

Here’s one tailored specially for the Era of Reorganization: “Getting and Hold- 
ing Your Executive Position” by Leon Davis Eldot (Prentice-Hall, $4.95). The 
author offers some sound advice on “self-marketing” to either the young or mature 
executive. Of special interest is the section on the executive in transition. 

The second edition of “Oil for the World” by Stewart Schackne and N. D’Arcy 
Drake is now available (Harper, $2.50). It’s a slick and well-illustrated guide to 
the oil business from stone-age rock formation to modern service station. 
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( Advertisement) 


BULLETIN: 





Shell announces the biggest 
newspaper campaign any 
petroleum advertiser ever ran 





Saturation drive in 268 cities will use 310 newspapers 
for precedent-breaking “tell-all”” messages about Super 
Shell and other news-making Shell achievements. 


Shell will spend more in newspapers than all the 
other major oil companies combined. It will reach more 
than 37 million readers with every big-space, high- 
impact message. Read how Shell is striking out boldly 
to reinforce the No. 1 image of the company, its prod- 
ucts and its marketers. 


HELL this year makes a sharp break 
S with all oil company advertising of 
the past. Not only by concentrating its 
advertising in newspapers but also by 
telling a story totally unlike that of any 
other major oil marketer. 

For Shell in 1961 has so much to 
tell. Its gasolines, its oils, its research 
accomplishments, its services are all 
making news. To tell its full story, and 
to tell it with the greatest impact in 
petroleum history, Shell will use big 
space and use it often. 

In fact, no other single newspaper 
advertiser, regardless of product cate 
gory, will concentrate so powerful a 
series of messages in Shell’s 38-state 
market. It represents an investment 
four times greater than the next largest 
newspaper budget in the petroleum 
business. 


today's Super Shei! and the remarkable things 
they do to give your car top performance 


ee et tn ae ae mo oe ae a ee 




































































First new Shell advertisement tells 
motorists all about the nine ingredients 
in Super Shell. This full-page message 
will be followed by more than 70 other 
newsworthy, hard-selling advertisements. 
By their size and frequency, they will 
give Shell overwhelming dominance. 
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Here is what 
this advertising will do 
Every advertisement will do two essen- 
tial jobs for Shell—and for those who 
sell Shell products: 
1. It will increase the public’s regard 
for Shell. 

- It will sell Shell products and serv- 
ices by telling all about their advan- 
tages and how they are achieved. 

And by their size, dominance and fre- 
quency, Shell’s 1961 advertisements 
will position the company, its products, 
jobbers and dealers as No. 1 wherever 
Shell is marketed. 


To see how Shell will go out for 
No. 1, look at the typical mes- 
sages on the following pages. 





>. 
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(Advertisement) 


quicker starts ist will ever see, 
gasoline you get with today's 


Shell reveals how 500,000 
8 
me eee carload of Platinum Catal 
aoe — in today’s Super Shel] 7 
car top performance 
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ingredient in today’s Sy 
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per Shel} 


— = ———___ 


NATIONAL PETROLEUM NEWS °* January, 1961 





(Advertisement) 


BULLETIN, CONT. 





How Shell will 
demonstrate that 

it is No.1 in 1961... 
week after week 
after week 








Here are just a few examples of Shell's top-performance 
advertising for 1961. See how they promise news and 
information —and performance. The campaign will also 
provide prestige-building messages in the public interest. 

All the accomplishments of Shell Research in other 
felds play an important part in increasing acceptance of 
Shell automotive products. They will be reported upon, 
too. 

With this campaign, Shell jobbers and dealers will be 
getting newspaper support greater by far than any other 
marketers in the oil business. They have good reason to 
anticipate top performance at the cash register. 


For a list of the newspapers 
scheduled to carry these unique 
advertising messages, look at the 
next page. 





>. 
rd 
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BULLETIN, 


CONT. 








( Advertisement) 


Here is a partial list of the hundreds of newspapers 
which will carry big-space Shell advertising in 1961. 
Greatest newspaper coverage in petroleum history! 


ALABAMA 
BIRMINGHAM 

Post-Heraid News (M/E) 
MOBILE 

Register Press (M/E) 
MONTGOMERY 

Advertiser Journal (M/E) 


ARIZONA 
PHOENIX 

Republic Gazette (M/E) 
TUCSON 

Star Citizen (M/E) 


CALIFORNIA 
ALHAMBRA 
Post-Advocate (E) 
ANAHEIM 
Bulletin (E) 
BAKERSFIELD 
Californian (E) 
ico 


Enterprise-Record (E) 
UREK 


Humboldt Times Standard (M/E) 
FRESNO 
Bee (E) 
FULLERTON 
News-Tribune (E) 
GARDEN GROVE 
News (E) 
GLENDALE 
NewS-Press (E) 
HOLLYWOOD 
Citizen-News (E) 
HUNTINGTON PARK 
Signal (E) 


Ano Press Telegram 
LOS ANGELES (M/E) 
Examiner (M) 
Herald apres (E) 
Mirrdr (E) 
Times (M) 
MARYSVILLE 
Appeal-Democrat (E) 
MODESTO 
Bee (E) 
MONTEREY 
Peninsula Herald (E) 
NAPA 
California Register (E) 
Tribune (E) 
ONTARIO 
Report (E) 
PALO ALTO 
Times (E) 
PASADENA 
independent Star-News (M/E) 
POMONA 
Progress-Bulletin (E) 
REDONDO BEACH 
Breeze (E) 
RICHMOND 
independent (E) 
RIVERSIDE 
Enterprise Press (M/E) 
SACRAMENTO 
Bee (E) 
SALINAS 
Californian (E) 
SAN BERNARDINO 
Sun Tetegram (M/E) 
SAN DIEGO 
Union oes ou E) 
SAN FERNA 
Valley ny Today (E) 
SAN FRANCISCO 
Chronicle (M) 
Examiner (M) 
News-Call Bulletin (E) 
SAN GABRIEL VALLEY 
Tribune (E) 
SAN JO 


Mercury News (M/E) 
SAN MATEO 
Times & News Leader (E) 
SAN PEDRO 
-  News-Pilot (E) 
SAN 
independent-Journal (E) 
SANTA ANA 
Register (M/E) 
SANTA BARBARA 
News-Press (E) 
SANTA MONICA 
ry (€) 
SANTA R 
Press re (E) 
STOCKTON 
Record (E) 
VALLEJO 
Times Herald News Chronicle 
WHITTIER (M/E) 
News (E) 


CONNECTICUT 
BRIDGEPORT 
Telegram Post (M/E) 
GREENWICH 
Times (E) 


HARTFORD 
Courant (M) 
Times (E) 
MIDDLETOWN 
Press (E) 
NEW HAVEN 
Register Journal-Courier (M/E) 
NORWALK 
Hour (E) 
STAMFORD 
Advocate (E) 
WATERBURY 
Republican American (M/E) 
DISTRICT OF COLUMBIA 
WASHINGTON 
Post (M) 
Star (E) 
News (E) 
FLORIDA 
DAYTONA BEACH 
News-Journal ale) 
a LAUDERDALE 


ws (E) 
JACKSONVILLE 
Times Union-Journal (M/E) 
MIAMI 
Herald (M) 
News (E) 
ORLANDO 
Sentinel Star (M/E) 
ST. PETERSBURG 
Times (M) 
A 


ome ee) 
WEST PALM BEA 
Post- Seas (M/ ) 


a 
ATLAN 
pat Constitution (M/E) 
MACON 
News Telegraph (M/E) 
SAVANNAH 
News Press (M/E) 
HAWAII 
HONOLULU 
Star-Bulletin (E) 
Advertiser (M) 
IDAHO 
BOISE 
Statesman (M/E) 
NAMPA/CALDWELL 
Free Press News-Tribune (E) 


ILLINOIS 
ALTON 

Telegraph (E) 
AURORA 

Beacon-News (E) 
BLOOMINGTON/NORMAL 

Pantagraph (E) 
CHAMPAIGN 

Courier (E) 

News-Gazette (E) 
CHICAGO 

News (E) 

Sun Times (M) 

Tribune (M) 

American (E) 
DANVILLE 

Commercial-News (E) 
DAVENPORT 

oly & Times (M/E) 
DECAT 

Herald Treview * aed 
EAST ST. LO 

Journal (E) 
GALESBURG 

Register-Mail (E) 
HAMMOND/E. CHICAGO 

Times (E) 

OLIET 

Herald-News (E) 
KANKAKEE 

Journal (E) 


Times (E) 
PEORIA 

Journal Star (M/E) 
QUINCY 

Herald-Whig (E) 
ROCKFORD, LOVES PARK 

Star Register-Republic (M/E) 
ROCK ISLAND/MOLINE 

Argus Dispatch (E) 
SPRINGFIELD 

Ilinois ig Register Journal 
WAUKEGAN (M/E) 

News-Sun (E) 


INDIANA 
ANDERSON 
Bulletin Herald (M 
BLOOMINGTON, SturoRD 
Herald Telephone Times-Mail (E) 
ELKHART 
Truth (E) 
EVANSVILLE 
Courier Press (M/E) 
FORT WAY 
Journal Gazette News Sentinel 
(M/E) 


GARY 

Post-Tribune (E) 
INDIANAPOLIS 

Star & News (M/E) 

Times (E) 
KOKOMO 

Tribune (E) 
LAFAYETTE 

sonenad & Courier (E) 
MARI 


coats Leeder Tribune (M/E) 
MICHIGAN 

News- Dispatch (E) 

Press Star (M/E) 
RICH 


Palladium-item (E) 
UTH BEND 


= 
c 
2 


Star Tribune (M/E) 
IOWA 
CEDAR RAPIDS 
Gazette (E) 


DES MOINES 

Register Tribune (M/E) 
WATERLOO 

Courier (E) 

KENTUCKY 
HENDERSON 

Gleaner & Journal (M) 
LEXINGTON 

Herald Leader (M/E) 
LOUISVILLE 

Courier-Journal Times (M/E) 
OWENSBORO 

Messenger & Inquirer (M) 
PADUCAH 

Sun-Democrat (E) 
LOUISIANA 
NEW ORLEANS 

Times-Picayune States . a 
MAINE M/E) 
AUGUSTA 

Kennebec Journal (M) 
BANGOR 

News (M) 
LEWISTON-AUBURN 

Journal Sun (M/E) 
PORTLAND 

Press Herald & Express (M/E) 
MARYLAND 
BALTIMORE 

News-Post (E) 

Sun (M/E) 
MASSACHUSETTS 
BOSTON 

Globe (M/E) 

Herald Traveler (M/E) 

Record American (M/E) 
BROCKTO 

Enterprise & Times (E) 

FALL RIV! 

Herald News (E) 
LAWRENCE 

eaele. a (E) 

NEW DFORD 
poll ny Times (E) 
NORTHAMPTON 

Hampshire Gazette (E) 
PITTSFIELD 

Berkshire Eagle (E) 
SPRINGFIELD 

Union News (M/E) 
WORCESTER 

Telegram-Gazette (M/E) 
MICHIGAN 
ADRIAN 

Telegram (E) 

BATTLE CREEK 

Enquirer & News (E) 

BENTON HARBOR/ST. JOSEPH 

News Palladium Herald-Express 
DETROIT (E) 

Free Press (M) 

News (E) 
GRAND RAPIDS 

Press (E) 

JACKSON 

coe Patriot (E) 
KALAMAZOO 

Gazette (E) 

ANSIN 

State Journal (E) 
MIDLAND 

News (E) 

MUSKEGON 

Chronicle (E) 
PONTIAC 

Press (E) 
SAGINAW 

News (E) 
MINNESOTA 
DULUTH 

News Tribune Herald (M/E) 

| 


MINNEAPOLIS 
Star Tribune (M/E) 


ROCHESTER 
or Bulistin (E) 
ST. 


Bn Press Dispatch (M/E) 
WINONA 
News (E) 


MISSISSIPPI 
HATTIESBURG 

American (E) 
JACK 


Clarion-Ledger Daily News (M/E) 
MISSOURI 
COLUMBIA 
Tribune (E) 
JEFFERSON CITY 
News Post-Tribune (M/E) 
ST. LOUIS 
Post-Dispatch (E) 
Globe Democrat (M) 


NEW HAMPSHIRE 
MANCHESTER 
Union Leader (E) 


NEW JERSEY 
CAMDEN 
Courier-Post (E) 
HACKENSACK 
Record (E) 
JERSEY CITY 
Jersey Journal (E) 
NEWARK 
News (E) 
Star-Ledger (M) 
PASSAIC/CLIFTON 
Herald-News (E) 
PATERSON 


News (E) 
PERTH AMBOY 
ews 
PLAINFIELD 
Courier-News (E) 


Times (E) 


NEVADA 
LAS VEGAS 
Review-Journal (E) 


Nev. State Journal & Gazette 
NEW YORK (m/e) 
ALBANY 

Knickerbocker News & 

Times-Union (M/E) 
GARDEN CITY 

conga © 
GLENS FA 

Post- Stet Times (M, E) 
ee ILION 

Telegram (E) 
JAMAICA/LONG ISLAND CITY 

Press ct Star Journal (E) 
KINGSTO 

ee (E) 
MAMARONECK 

Times (E) 

MT. VERNON 

Argus (E) 

por alma 
(E) 


News 
NEW ROCHELLE 
Standard-Star (E) 
NEW YORK CITY 
Herald Tribune (M) 
Journal-American (E) 
Mirror (M) 
News (C&S) (M) 
Post (E) 
Times (M) 
World-Telegram & Sun (E) 
NYA 


Rockland Journal-News (E) 
OSSINING 

Citizen-Register (E) 
PEEKSKILL 


Star 
PORT CHESTER 
Item (E) 
POUGHKEEPSIE 
Journal (E) 
ROCHESTER 


Democrat & Chronicle 
Times-Union (M/E) 
ME 


RO 
Sentinel (E) 
SCHENECTADY 
Gazette (M) 
Union Star (E) 
STATEN ISLAND 
evannon (E) 


he peer) Herald Journal 

TARRYTOW (M/E) 
News te) 

TR 


‘0 

Record Times Record (M/E) 
UTICA 

Observer-Dispatch Press (M/E) 
= as 


wuiTe ‘PLAINS 
Reporter Dispatch (E) 


YONKERS 
Herald Statesman (E) 


NORTH CAROLINA 
ASHEVILLE 

Citizen Times (M/E) 
CHARLOTTE 

Observer News (M/E) 
DURHA 


Herald Sun (M/E) 
GREENSBORO 

News Record (M/E) 
HICKORY 

Record (E) 
RALEIGH 

News & Observer Times (M/E) 
WILMINGTON 

Star-News (M/E) 
—e 
AKRO 

all Journal (E) 
ASHTABULA 

Star- Beacon (E) 
CANTO 

Reposition (E) 
CINCINNA 

Enquirer (M) 

Post & Times Star (E) 
CLEVELAND 

Plain Dealer (M) 

Press & News (E) 
COLU 
= Dispatch Citizen-Journal (M/E) 


News Journal Herald (M/E) 
FINDLAY 

Republican Courier (M) 
HAMILTON 

Journal-News (E) 
LANCASTER 

Eagie-Gazette (E) 

IMA 


News (E) 

Citizen (E) 
LORAIN 

Journal (E) 
MANSFIELD 

News-Journal (E) 
MARION 

Star (E) 
PORTSMOUTH 

Times (E) 
SPRINGFIELD 

ae Sun (M/E) 
TOLEDO 

Blade & Times (M/E) 
WARREN 
lribone Eapenet) 
YOUNGSTOW 

Vindicator t) 


OREGON 
EUGENE 

Register- ecrahy «e) 
KLAMATH 

Herald & we se) 
MEDFORD 

Mail Tribune (E) 
PORTLAND 

Oregonian (M) 

Oregon Journal (E) 
SALEM 

Capital Journal Oregon 

Statesman (M/E) 
PENNSYLVANIA 
ALLENTOWN 

Call Chronicle (M/E) 
BETHLEHEM 

Globe Times (E) 
EASTON 

Express (E) 
SHARON 

Herald (E) 
RHODE ISLAND 
NEWPORT 

News (E) 
PROVIDENCE 

Journal Bulletin (M/E) 
SOUTH CAROLINA 
CHARLESTON 

Post News & Courier 
COLUMBIA 

State Record (M/E) 
FLORENCE 


News (M) 
GREENVILLE 

News-Piedmont (M/E) 
SPARTANBURG 

Herald Journal (M/E) 


TENNESSEE 
CHATTANOOGA 

News-Free Press Times (M/E) 
KNOXVILLE 

News-Sentinel Journal (M/E) 
MARYVILLE/ALCOA 

Times (E) 
MEMPHIS 

Commercial Appeal 

Press-Scimitar 
NASHVILLE 

Tennessean Banner (M/E) 


TEXAS 
HOUSTON 
Chronicle (E) 
Post (M) 
Press (E) 
VERMONT 
BURLINGTON 
Free Press (M) 
VIRGINIA 
DANVILLE 
Register Bee 
wey 
Star ve 
Siesiniean ilot & Ledger-Dispatch 
RICHMOND 
Times-Dispatch & mage 7,3 
ROANOK' M/E 
Times & World-News (M/E) 
WASHINGTON 
BELLINGHAM 
Herald (E 
BREMERTO 
Sun & News Searchlight (E) 
EVERETT 
Heres (©) 
LONGV! 
News rif 
PASCO 
Columbia Basin News (M) 
Tri-City Herald (E) 
SEATTL 
Post-Intelligencer (M) 
Times (E) 
SPOKANE 
Chronicle Spokesman-Review 
TA (M/E) 
News Tribune (E) 
VANCOUVER 
aE (E) 
WALLA WALLA 
Union-Bulletin (M/E) 
WENATCHEE 
World (E) 
YAKIMA 
Herald Republic (M/E) 
WEST VIRGINIA 


CHARLESTON 
Gazette Daily Mail 


WISCONSIN 
APPLETON/NEENAH/MENASHA 
Post-Crescent (E 
CHIPPEWA FALLS 
Herald-Telegram (E) 
EAU CLAIRE 
Leader Telegram_(M/E) 
FOND DU LAC 
Commonwealth Reporter (E) 
GREE 
Press-Gazette (E) 
KENOSHA 


News 
LA CROSSE 
Tribune (E) 
MADISON 
Wisconsin State Journal 
Capital Times (M/E) 
MANITOWOC/TWO RIVERS 
Herald Times Reporter (E) 
MILWAUKEE 
Sentinel (™) 
Journal (E) 
OSHKOSH 
Northwestern (E) 
R 


Journal-Times (E) 
SHEBOYGAN 
Press (E) 


Telegram (E) 








A Bulletin from 


Shell Oil 
Company 





Plus hundreds more for special jobber and dealer support. 
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The ultimate in style and efficiency. Whiteway's new wafer thin, taper line Cobra. | 


In addition to its beautiful design Cobra has these plus features: 
|. First fixture available with 3, 4 and 5 power groove lamps. 
2. First fixture to operate 50%, cooler than Underwriter's requirements. 
3. Completely adjustable bracket. 
4. Greatest amount of light output from 3, 4 and 5 lamp fixtures. 


Hf él'4 new tn lighiing, él usually a Whiteway 


WHITEWAY MFG. CO. * 1736 DREMAN AVE. ° CINCINNATI 23, OHIO @ 
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||| PATENT APPLIED FOR 











REGIONAL OFFICES 
CINCINNATI, OHIO, BRAMBLE 1-2760 
DENVER, COLO., TABOR 5-7205 
MIAMI, FLA., PLAZA 4-2172 
MT. LAKES, N.J., DEERFIELD 4-2566 
CHARLOTTE, N.C., JACKSON 3-7137 
LOS ANGELES, CALIF., LUDLOW 8-128] 


i 

AREA OFFICES 

i CHICAGO, ILL., HARRISON 7-2718 
TULSA, OKLA., LUTHER 5-5955 

i 7 ROYAL OAK, MICH., LINCOLN 6-9762 

. « CLEVELAND, OHIO, MAIN 1-7/5! 





With Distributors in Every Major City 
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IF YOU'RE DISSATISFIED with your present affiliation, if you feel you’re not getting the help and 
cooperation you’re entitled to, if you’re looking for more and better business, it’s time for you 
to look into the advantages of a Sinclair Distributorship. 

WITH SINCLAIR YOU GET... Top-quality products ¢ Advice on bulk plant operation e Finance and 
administration counsel e¢ Service station development ¢ Complete sales training program for dealers 


A program for your salesmen PLUS MANY OTHER BENEFITS 


To know all the advantages, call or write: Sinclair Refining Company, Manager of Distributor 
Sales, 600 Fifth Avenue, New York 20, N. Y. 


THE BIG ONE FOR ’615/"c/aur 
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Solution to Costly Weakness 









B" Kenny’s plucky struggle dramatizes a 
weakness in the heating oil industry that 
may cost millions of dollars if it is not over- 
come. 

Bill Kenny, as president of Meenan Oil Co., 
is trying to take business away from natural 
gas by persuading residents of Levittown, N. J. 
to convert their gas burners to oil heat (NPN 
—Dec. p92). As his hard-hitting campaign be- 
gan to win many conversions, it suddenly ran 
into obstacles inspired by the well-organized 
gas industry. On a straight competitive basis 
of value versus value, Bill Kenny made con- 
siderable headway; so his competitors resorted 
to ordinances and red tape. 

This brings to mind the combat between 
David and Goliath. However, there’s no reason 
to believe that Bill Kenny will be so effective 
as was David with his slingshot. While Kenny’s 
Meenan Oil is a large company, its resources 
are small compared with those of the gas in- 
dustry. Unfortunately, the oil industry has no 
organization comparable to the powerful Amer- 
ican Gas Assn. (AGA) with its strong national 
legislative, promotional and advertising, re- 
search and educational program. 

That’s the weakness of the oil-heat industry. 
Those important activities are conducted by 
separate organizations, each going its own way. 
It should be clear to all that these segments 
should be consolidated into a single, unified 
organization that eventually will have the force 
of the AGA. It should also be clear that this 
consolidation must come about soon because 
time is running out on the oil-heat people. 

Natural gas is getting much more of the 
new-house business than oil heat is. Total gas 
and gas-equipment sales for the 10-year period 
ending 1969 will top 128-billion dollars, nearly 
three times the record-breaking total of the 
1950s, say the gas-industry leaders. Gas, they 
say, will provide the largest share of the heat- 
ing markets—a position long enjoyed by oil 
heat. 

To rub it in, the gas people consider electric 
heat a more threatening competitor than oil 
heat and are planning their strategy accordingly. 

Heating-oil consolidation, under discussion 
for at least three years, seemed to be at hand 
a year ago. There was a concrete plan for 
bringing the key organizations together under 
one roof. However, indifference and some 
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heavy foot-dragging this past year slowed the 
whole project down, so seriously that just a 
few weeks ago even the staunchest supporters 
began to despair. Blame for the delay has 
been laid to personality differences and inside 
politics, creating a situation in which the best 
interests of a group became subordinated to 
personal gain or loss. 

Things seem to be moving ahead again. At 
the Chicago meeting of the API fuel oil com- 
mittee, for instance, sentiment favored quick 
establishment of the ‘one-roof’ organization. In 
some companies, top management’s attention 
has been drawn to the problem. Recently OHI 
issued a statement saying its representatives 
were going “all out” to help form a single 
organization. Impetus for the new push seems 
to have come from the field where many 
thoughtful—and worried—heating-oil men 
have raised a loud clamor for action. 


April 1, proposed as a deadline for the 
merger, is just three months away. The ‘one- 
roof’ organization can be achieved by that time, 
but some head-knocking may be necessary to 
take advantage of the new momentum which 
seems to be developing. 

This may be the time for stern action, 
though, because Bill Kenny’s plight shows the 
time has come to exchange the slingshot for 
weapons befitting a modern-day, million-dollar 
industry. The ‘one-roof’ organization could 
overcome the industry’s costly weakness. 
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In the tense moments before blast-off, when the “bird” is being fueled, a Neptune 
Meter is at work. As liquid fills the missile’s tanks, the meter smoothly ticks off 
every pound. If required, it can shut off the flow at the exact preselected quantity; 
it can even turn off the pump and light a “ready” lamp. 

For fueling-up and other purposes, four missiles . . . Atlas, Snark, Titan, and 
Vanguard . . . count on Neptune meters for ground support. Simplicity, accuracy, 
and proved reliability are the reasons. 

The basic meter is exactly the same as those you use on your trucks and bulk 
plants. These same meters are widely used for metering jet fuels. Because Neptune 
engineers have been working on ideas for your future, we were able to help solve 
special metering problems, such as temperature compensation, required for missiles. 

Past, present, and future, Neptune is the meter . . . and the meter company . . . 
you can rely on. 


NEPTUNE METER COMPANY 


47-25 34th Street, Long Island City 1, N. Y. 
Branches and Jobbers in All Principal Cities 


in Canada: Neptune Meters, Ltd., Toronto Ontario 


LIQUID METER DIVISION 











National Petroleum News 


Washington Report 


Here's how Kennedy’s cabinet 
looks, how oil issues shape up 


THE CABINET appointments of President-elect 
John F. Kennedy are largely calming the fears of 
oil marketers and businessmen generally that top 
administrators in coming years would be reckless, 
impractical theorists. 


Three of the top jobs in the Kennedy cabinet are 
filled by one-time or active businessmen: Luther 
Hodges as Secretary of Commerce, Ford’s Robert 
McNamara for Defense Secretary, and Douglas 
Dillon as Treasury chief. 


The choice of his brother, Robert Kennedy, for 
attorney-general will have strong political reper- 
cussions, but its implication for oil marketers isn’t 
clear. Robert Kennedy can be expected to follow 
a tough antitrust policy and use federal power 
against labor-management racketeering. 

Some prospects on oil policies: 

Oil import controls will be continued. President- 
elect Kennedy plans no sweeping changes in this 
area, but will start a detailed study of the program. 

In charge of the program will be Stewart L. 
Udall, a young Arizonan who will take over as 
Secretary of Interior. Udall closely fits the Ken- 
nedy image of a practical liberal. 

° 

The new administration will attempt to establish 
some sort of national fuels policy. Kennedy’s top 
regulatory advisor, James M. Landis, insists that 
coordinated governmental actions on energy and 
fuel matters are essential. 

Coal men hope such a policy would be shaped 
to help restore their competitive position, but Ken- 
nedy and his aides have made clear they will not 
favor any particular energy form. 

* 

In the legislative area, Kennedy will push quickly 
for an increased minimum wage and extended 
coverage of employes. 

There probably will be a question of what and 
how many service-station and jobber employes will 
be affected, right up to final passage of the bill. 
Kennedy wants wide coverage, but will accept some 
limitations: for example, a graduated increase from 
$1 to $1.25 over a three-year period. 

+ 

Hodges and Dillon will try to keep interstate 
highway construction on schedule without putting 
new levies on gasoline and other user fuels. 

But Kennedy probably will ask for extension of 
the 1¢-gal. tax approved in 1958 and scheduled to 
expire in mid-1961. 
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These Marketers 
Will Get the Top 
Regional Posts 


W. W. Bryan 


R. O. Goodykoontz A. A. Diffey R. H. Venn 


More Humble Changes 


THE GIANT of the industry is reorganizing again. 
Jersey Standard’s one-year-old subsidiary, Humble 
Oil & Refining, will now consolidate operations along 
regional and functional lines. It’s the latest phase in 
what Humble people call “the master plan.” 

Under a long-range plan, exploration, production 
and marketing will be organized into four regions 
(see map above) with headquarters in New York, 
New Orleans, Tulsa and Houston. Each will be 
headed by a vice president and a general manager. 
Manufacturing will become a separate division. Present 
operating divisions (Carter, Esso Standard, Humble 
and Oklahoma-Pate) will cease to exist. 

Some big aspects of the reorganization are: 

e Of the eight top regional jobs, marketers got 
four (see pictures). 

e No brand changes are involved, but the new 
regions put Humble in position to use a national 
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(Begins on page 83) 
brand—say, Enco—in areas formerly dominated 
by competing Standard companies. 

@ The new Esso Standard region is smaller than 
the old Esso division territory. Ohio has been 
added, but the Carolinas, Tennessee, Arkansas and 
Louisiana have been taken away. 


The new regions will be divided into areas and 
areas will be divided into districts. Each region will 
have semi-autonomous status under a vice presi- 
dent, but activities will be coordinated under Hum- 
ble’s executive committee. 


Humble actually began coordinating marketing 
products and functions before the changes were 
announced. For example, R. H. Crum, Esso’s TBA 
and specialties manager, was selected TBA co- 
ordinator for all Humble marketing divisions. Simi- 
larly, there will be Humble-wide coordination for 
asphalt, aviation, credit, LPG, national accounts, 
research and solvents. 

Key Men—Marketers in the highest regional 
jobs are William W. Bryan as vice president and 
Alex A. Diffey as general manager of the Esso 
Region; Robert O. Goodykoontz as general mana- 
ger of the Central Region; and Russell H. Venn 
as vice president of the Southeast Region. 

Bryan has been president of the Esso Standard 
division; Goodykoontz has been vice president and 
general manager of marketing; Diffey has been 
assistant general manager of marketing. Venn 
comes from the Humble division, where he was 
general manager of marketing. Before that he was 
in manufacturing. 


Regional management will report to D. Wood- 
son Ramsey, Humble vice president and director 
for marketing, headquartered in Houston. Edwin 
R. Smith, former executive vice president of the 
Oklahoma-Pate division, becomes a marketing 
assistant to Ramsey. C. W. Bohmer, former indus- 
trial sales manager of Esso, has held an equivalent 
post since earlier in the year. 

Ralph R. McCoy, president of the Oklahoma- 
Pate division, will remain in the Chicago-Milwaukee 
area while operations of the division are articulated 
with those of the Central Region. 

The position of Humble marketing vice presi- 
dent remains open. Speculation inside the company 
is that it may be filled later by Bryan, who would 
be succeeded as Esso Region vice president by 
Goodykoontz. 

Timing—tThe new assignments are effective Jan. 
1, and will be carried out “as soon after the first of 
the year as possible,” says Humble. 

Spring is a target date for carrying out the bulk 
of the changes, Esso employes were told at a pre- 
Christmas gathering. Uncertainty over job changes 
and location has caused much uneasiness within 
Humble, well-placed employes report. Asked when 
there would be definite word, Jersey president M. 
J. Rathbone said that by March or April details 
of the changes should be settled. 


Jobber Profits 


JOBBERS operating as corporations made an aver- 
age of 2.3% net profit on sales (before taxes) in 
1959; jobbers operating individually or in partner- 
ship made an average of 5.0%. These are findings 
of National Oil Jobbers Council’s new survey of 
jobber operations. The study was compiled from 
698 individual returns received from jobbers op- 
erating in 27 states. This represents less than 5% 
of jobbers operating in the United States. 


Here’s a breakdown of some statistics by state: 


Jobbers Operating as Corporations 


Number of 
Jobbers 
Reporting 


State ; 
Alabama .. 
California 
Colorado 
Connecticut 
Florida 
Georgia 
Illinois 
Indiana 
lowa ... 
Kentucky 
Louisiana 
Massachusetts 
Michigan 
Minnesota : 
Mississippi . 
Missouri 
New Mexico 
New York . 
North Carolina 
North Dakota 
Oklahoma .. 
Pennsylvania 
South Carolina 14 
South Dakota 
Tennessee 
Texas ..... 20 
Virginia... 20 
CC  —e 


Their 
Sales 
Volume 


$4,599,056 
5,778,255 
11,057,137 
28,211,015 
30,809,905 
7,072,275 
39,604,337 
1,627,403 
12,423,230 
8,725,288 
7,006,206 
8,333,674 
40,734,083 
8,787,040 
3,473,576 
17,210,361 
1,944,208 
70,808,803 
50,206,318 
1,549,946 
1,190,248 
27,232,026 
9,395,227 
1,955,198 
6,696,644 
31,915,617 
19,379,935 


Net Profit 
before 
Taxes 


$114,966 


198,985 
690,727 
658,902 
232,590 
1,036,623 
29,307 
392,758 
189,978 
155,238 
118,516 
899,660 
286,812 
127,260 


123,129 
552,494 
580,966 


392 $457,727,011 $10,227,559 


% 
Profit 


1.8% 
1.7% 
3.0% 
2.3% 


Jobbers Operating as Owners, Partners 


Number of 
Jobbers 
Reporting 


State 
Alabama .. meg 
Arkansas . 3 
Colorado .... 21 
Florida ...... 8 
Georgia Y f 
Illinois ...... 26 
So eee | 
lowa .... 60 
Kentucky oa 
Louisiana » 23 
Michigan » ae 
Minnesota . 
Mississippi ... 11 
Missouri .. io 
New Mexico 3 
New York .... 11 
North Carolina 
North Dakota . 
Oklahoma 
Pennsylvania 
South Carolina 
South Dakota . 
Tennessee 
Texas 
Virginia 

Total 
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Their 
Sales 
Volume 


$8,234,153 
832,707 
9,847,732 
5,677,928 
2,572,865 
7,780,215 
420,000 
13,974,454 
4,466,991 
1,028,618 
10,889,014 
2,795,776 
5,176,483 
2,812,182 
1,970,615 
4,562,786 
6,761,424 
127,883 
1,376,465 
2,688,347 
3,001,938 
1,672,208 
1,680,659 
9,326,710 
836,780 


Net Profit 
before 
Taxes 


$365,842 
52,904 
331,678 
282,525 
58,389 
536,506 
6,950 
989,732 
260,063 
52,677 
476,072 
183,061 
215,723 
155,056 
119,226 
171,298 
367,806 
9,731 
56,132 
147,217 
107,224 
92,670 
86,431 
320,057 
28,554 


306 $110,514,933 $5,473,524 


Yo 

Profit 
4.5% 
6.4% 
3.4% 
5.0% 
2.3% 
6.9% 
1.7% 
7.1% 
5.8% 
5.1% 
44% 
6.5% 
4.2% 
5.6% 
6.1% 
3.8% 
5.4% 
7.6% 
4.1% 
5.4% 
3.6% 
5.6% 
5.1% 
3.4% 
3.4% 
5.0% 
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Focus on Oil Marketing 


CAR-WASH stations are both 
billed as largest of their 
type in world. Supersonic 
outlet above (Los Angeles) 
has 2 islands, 8 pumps. 
Wash facility is under 210- 
ft. canopy, said to be long- 
est in world. 

Lion station below (St. 
Louis) has 16 pumps, 5 bays. 
Said able to handle 2,000 
cars a day, more than any 
other of this type. 


PURE OJL’s experiment in Greensboro, N.C., features 
big ‘Service City’ station. It's meant to project pub- 
lic image, build gallonage, even at Pure’s conven- 
tional, established outlets in town (pop. 120,000). 


HUMBLE has introduced ‘Enco’ gasoline at its 35 sta- 
tions in California, all in Los Angeles area. Enco 
is also sold in Ohio, Oregon, Washington, Montana. 
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How LPG Did in ‘60 


Sales growth slowed down to 
10.5%, says Phillips report 


SALES of liquefied petroleum gas rose to 9.86- 
billion gal. last year, an increase of 10.5% over 
1959, says Phillips Petroleum Co. in its year-end 
LPG sales report. This gain fell short of 1959’s 
19.5% sales growth. 

Here are highlights of the report: 

Biggest slug of LPG, about 44% of the total, 
went into domestic-commercial use, with sales hit- 
ting 4.328-billion gal., a gain of 393-million gal. 
or 10%. 

Greatest growth was in use of LPG as a raw 
material for manufacturing chemicals. Sales went 
up 20%, 3.031-billion gal. 

LPG sales for use in synthetic rubber went up 
7%, to 550-million gal. This growth was not as 
spectacular as the 38.2% gain reported in 1959. 

LPG use as a motor fuel increased 6% to 943- 
million gal. Fastest growth market is in industrial 
lift trucks. LPG seems to be losing ground to diesel 
fuel in truck cargo-refrigeration due to lack of 
sufficient refueling outlets. 


More Zone Pricing 


‘Wide-area’ pricing spreads to 
another disturbed area—Kansas 


INDIANA Standard has introduced wide-area 
gasoline pricing in Kansas. Tank-wagon is the same 
within each of nine broad areas, some as large as 
15 or 20 counties. Dealer allowances have been 
withdrawn. 

Standard’s plan, introduced earlier in Michigan 

~and Wisconsin, is similar to wide-area pricing sys- 
tems of Mobil in the Northeast and Puget Sound 
areas, of Esso in the Carolinas, of Ohio Standard 
in Ohio, and of Phillips in Oklahoma. (For reports 
on these plans, see NPN—Nov. ’60, p98; Dec. ’60, 
p100.) 

As in most other uses of wide-area pricing, 
Standard’s seeks to stabilize a _price-disturbed 
area. Price-cutting is believed to be discouraged by 
discontinuing allowances and making price uniform 
in broad areas. 

In going to zone pricing, Standard cut dealer and 
consumer tank-wagon postings for gasoline 0.2¢ to 
1.5¢ gal. Cuts were deepest in the western part of 
the state, shaded gradually higher going east. This 
“feathering out,” a feature of some other wide-area 
plans, minimizes gallonage drainage from one area 
to another. 

Standard emphasizes that the zones are not fixed, 
but are subject to constant, unpatterned changes. 

(For more on area pricing, see page 21) 


La In case you missed it... 


Gasoline on sale at service stations in Novem- 
ber averaged 99.3 octane for premium and 92.6 
for regular, Ethyl reports. The premium-grade av- 
erage was unchanged from October and from a 
year ago. The regular average was 0.1 octane num- 
ber above October and 0.4 octane number above a 
year ago. 


& Wilshire Oil Co. of Texas is acquiring full own- 
ership of Riffe Petroleum Co., Tulsa, marketer of 
asphalt, LP-gas and related oil products in 20 South 
and Midwest states. Riffe becomes an operating di- 
vision of Wilshire. 


The Federal Trade Commission has accused 
American Oil of discriminating among its independ- 
ent lessee-dealers in prices charged for “Amoco” 
and “American” gasolines. American Uil is alleged 
to have sold gasolines to certain dealers in Smyrna, 
Marietta, and Rome, Ga., at prices lower than those 
charged other competing “Amoco” dealers. 


Clinton E. Frank Agency is Continental Oil’s 
new advertising planner. The Chicago agency re- 
places Benton and Bowles, which resigned the $3.5- 
million Conoco account to solicit Shell Oil earlier 
in the year. 


> After listening to presentations by four agencies, 
Signal Oil and Gas has hired Honig-Cooper and 
Harrington. Heintz formerly handled $300,000 in 
commissionable accounts for Signal. 


> Oil-Heat Institute’s distribution division expects 
to gross more than $500,000 for the first time in 
its history by the end of this fiscal year (Feb. 28, 
1961). It could gross as much as $586,000, says 
Everett Elliott, national chairman. 


Signal Oil & Gas has changed “Starfire” brand 
to “Hancock” at its Houston-division retail outlets 
in southeast Texas and the Baton Rouge, La., area. 
Starfire was the brand of Eastern States Petroleum 
& Chemical, which Signal acquired. Hancock Oil 
merged with Signal in December 1958. 


& With a lack of fanfare, Sun Oil Co. has gone 
back to using the word “gasoline” in its advertising 
copy and publicity releases. It had been plugging the 
use of the word “motor fuel” instead of gasoline, 
but the idea apparently didn’t catch on. 


& Mobil Oil Co. is planning to test-market a liquid 
burner cleanex that can be used while the burner is 
operating. It’s said to clean fuel-pump strainers, 
and gears, unclog nozzles, and put a catalytic coat- 
ing on soot in the heat exchanger. 
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NPN’s semiannual survey shows... 





Motor Oil Ratios Dip Again 


5 gecinang ge ION motor-oil ratios dipped once 
more in the last spring-summer period; but 
the drop was the smallest in five years. 

NPN’s semiannual survey shows a national aver- 
age of 0.94, down two points from last year’s cor- 
responding figure of 0.96. A pattern of over-all 
decline has been evident since NPN began measur- 
ing oil ratios 13 years ago (see chart above). 

This year’s relatively slight decline could mean 
that increased industry promotional activity is start- 
ing to check the downtrend (NPN—Nov. p115). 
Supporting this possibility are individual consump- 
tion statistics extrapolated from the average oil 
ratio. They show car owners driving an average 
3,008 miles between oil changes—against 3,181 
last year—and getting 1.75 oil changes over the 
season, against 1.68 last year. 

What the Figures Mean—NPN’s survey shows 
the number of gallons of motor oil sold at service 
stations per 100 gal. of gasoline. Put another way, 
a ratio of 0.94 is equivalent to one gal. of motor 
oil sold per 106.3 gal. gasoline. 

Ratio figures are based on reports from 22 key 
marketers of motor oil, not on total sales. Each 
company ratio is weighted by gasoline volume. The 
22 reporting companies are broken down into 47 
geographical units in five Petroleum Administration 
for Defense (PAD) districts (see map at right). 

Here’s the district-by-district ratio picture: 

% Decline 
PAD District 1958 1959 1960 or Gain 


1 (East Coast) 1.07 0.99 0.92 
2 (Midwest) 1.07 0.96 1.04 
3 (S.W.-Gulf Coast) 1.15 0.96 0.94 
4 (Rockies) 1.09 1.03 0.98 
5 (West Coast) 0.96 0.91 0.85 
U.S. AVERAGE 1.06 0.96 0.94 


For the spring-summer period, 24 marketing 
units reported ratios lower than 1.00. The year 
before, only 18 were that low; in 1958, only 13; 
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in 1957, 10; in 1956, one. Of the 47 marketing 
units reporting, 29 showed ratios lower than last 
year; 16 showed gains and two remained the same. 
Last year, only six units showed gains. 

The greatest single decrease for any reporting 
unit was 28 points. The greatest single gain was 
18 points. 

What’s Behind It—Marketers generally agree 
that increasing mileage between crankcase drains 
is the big cause of declining oil ratios. Over-gen- 
erous drain recommendations by automobile manu- 
facturers—particularly Ford Motor Co.—are 
blamed. The industry is currently trying three ap- 
proaches to the problem: 

e Promoting 2,000-mile drains to the public 
through individual company efforts; 

e Negotiating with auto manufacturers for 
modifications in recommendations, through the 
American Petroleum Institute’s lubrication commit- 
tee; 

e Upgrading driveway selling at individual serv- 
ice stations. 


Petroleum Administration for Defense Districts 


For breakdowns of this year’s ratios and 
those of past years, please turn page > 





Here's What's Happening to Motor Oil Ratios 


(Begins on page 87) 


1. Motor Oil Ratios for All Stations by Marketing Units Petroleum Administration for Defense Districts 


(Figs. in %) ke 
Dist. Dist. ; Dist. Dist. 
1 2 3 4 5 


CT 


Season | 
S-S 1955 1.25 30 a 1.40 1.23 ‘ . 

F-W 1955-56 0.99 .20 Br 1.13 1.08 ; y 5 ‘PAD. 
S-S 1956 Bea 24 a 1.27 1.11 

F-W 1956-57 1.05 1.13 : 1.14 0.97 

S-S 1957 1.08 1.10 1.14 1.09 

F-W 1957-58 0.92 0.90 1.04 1.03 0.88 

S-S 1958 1.07 1.07 245 1.09 0.96 

F-W 1958-59 0.89 0.98 0.94 0.97 0.87 

S-S 1959 0.99 0.96 0.96 1.03 0.91 

F-W 1959-60 0.85 0.96 0.87 0.87 0.85 

S-S 1960 0.92 1.04 0.94 0.98 0.85 


2. Breakdown of Marketing Units Reporting both Over-All 4. Station Oil Sales Ratios 


and Station Only Ratios* s : 
for Spring-Summer Periods 
PAD Station PAD Station 
Dist. Season Over-All Only Dist. Seoson Only 
1 S-S 1955 1.28 1.22 4 S-S 1955 
F-W 1955-56 0.98 0.91 F-W 1955-56 
S-S 1956 1.18 1.12 S-S 1956 
F-W 1956-57 1.05 0.93 F-W 1956-57 
S-S 1957 1.09 1.01 S-S 1957 
F-W 1957-58 0.87 0.79 F-W 1957-58 
S-S 1958 1.00 0.93 S-S 1958 
F-W 1958-59 0.93 0.81 F-W 1958-59 
S-S 1959 1.04 0.92 S-S 1959 
F-W 1959-60 0.88 0.78 F-W 1959-60 
" §-S 1960 1.00 0.87 S-S 1960 


(Figs. in %) 


aw 
mon 


30 
34 
11 
21 2 
18 0.97 
16 1.07 
27 0.91 
33 1.13 


e- 
PAD port- 


1.45 

1.12 

: “4 Units 
1. ve } , 

1 Dist. ing 


= 
6 
> 





fo 


—e WV aw 
Nwonan 


S-S 1955 % 1.24 5 S-S 1955 1,39 1.21 
F-W 1955-56 a LS F-W 1955-56 1.15 1.08 
S-S 1956 my 1.18 S-S 1956 ea | 1.11 
F-W 1956-57 : 1.09 F-W 1956-57 . 195 0.95 
S-S 1957 Be 1.09 S-S 1957 ey 1.04 
F-W 1957-58 ; 0.98 J1- . 0.97 0.87 
S-S 1958 AZ 1.00 N = 1 0.94 
F-W 1958-59 : 0.98 % x . 0.93 0.87 
S-S 1959 j 0.92 0.97 0.90 
F-W 1959-60 . 0.95 “ 0.92 0.84 
S-S 1960 j 0.99 0.92 0.83 


S-S 1955 1.23 JS. S-S 1955 1.31 1.23 
F-W 1955-56 : 1.05 1.17 1.06 
S-S 1956 z 1.11 1.25 1.15 
F-W 1956-57 1.07 1.13 1.02 
S-S 1957 : 1.11 1.16 1.06 
F-W 1957-58 0.90 0.86 0.99 0.90 
S-S 1958 1.07 1.01 . 1.06 0.97 
F-W 1958-59 1.07 0.88 1.00 0.90 
S-S 1959 1.15 0.93 »« £05 0.92 
F-W 1959-60 1.01 0.88 . 0.96 0.86 
S-S 1960 1.06 0.93 0.98 0.86 
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* Includes only companies reporting separate service-station-only ratios and ratios through all retail 
outlets, such as stations, garages, car dealers, chain stores. 


3. Breakdown by Individual Consumption 


Avg. Qt. Avg. No. 
Avg. Ot. Avg. Mi. Avg.Gal. Avg. Qt. Makeup Oil Chgs. Avg. Gal. 
Sold Per Per ‘Gas’ Per RefiliPer PerCar PerCar Miles ‘Gas’ 
Car Per Car Per Car Per Car Per Per Per Between Sold Per 
Year. Season Season Season Seuson Senson Season Changes Gal. Oil 
S-S °55 17.03 5.030 335.3 11.92 5.11 2.38 2,113 78.7 
F-W °55-’! 11.59 3,952 263.5 8.11 3.48 1.62 2,440 90.9 
S-S "56 16.49 5,027 335.1 11.54 4.95 aD | 2,176 81.3 
F-W °56-"S 12.63 4,384 292.3 8.84 3.79 1.73 2,534 92.5 
S-S '57 14.43 4.920 328.0 10.10 4.33 2.06 2,388 90.9 
F-W °57-"58 . 11.56 4,366 291.1 8.09 3.47 1.37 3,075 104.1 
S-S °*58 13.99 4,998 329.9 9.79 4.20 Dep 4 2,906 94.3 
F-W 58-59 . 10.72 4,373 291.5 7.50 3.22 1.32 3,313 108.8 
S-S °59 13.68 5,344 356.3 9.58 4.10 1.68 3,181 104.2 
F-W °59-60 10.64 4,307 299.0 7.45 3.19 1.36 3,167 112.4 Figures on_ this page show six-year 
S-S 60 13.76 5,265 365.6 9.63 4.13 1.75 3,008 106.3 trends. Earlier figures available in NPN 
Data reflect buying patterns as indicated by service station oil ratio data only. FACTBOOK, 1955, p142, or on request. 
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THE LIGHTER SIDE 












































“CHECK THE BATTERIES, PLEASE...AND WATER THE FLOWERS” 


THE BRIGHTER SIDE... 


When your customers ask for special service, you do . ASHLAND OIL & 
your best to give satisfaction. And satisfaction is what - 

you get when you are supplied by Ashland Oil & Refining: REFINING COMPANY 
Company. As the nation’s largest independent supplier 

of petroleum products, Ashland Oil understands and 
respects your independence. Here are just a few of the 


benefits you get from a working agreement with us: < _ Fllicott Square-CHICAGO, ILL. 6 N. Michigan Avenue 
> —CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 


@ You get to do your job without interference. CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 


@ You get effective merchandising plans and sellingtools, + _Standard Bidg—DETROIT, MICH., Dearborn P. 0. Box 
b 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street-—NASHVILLE, TENN.,5 MainStreet 
—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales pro- 

gram for independent marketers can benefit you...write, 

wire or phone us today! 





Yhe Independent Supplier ft Independents 
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DX Sunray’s circular prototype station in Tulsa overturns traditional concepts of design and merchandising 


Will This Be the Bold New Look of 


STAN BREITWEISER TALKING: 


ei he x0 hasn’t been any real station de- 
sign change since Texaco’s 1927 rec- 
tangular, and nothing really new in merchan- 
dising ideas. We are going to see if something 
can’t be done about this. 

“We are playing every avenue to find out 
what the customer wants. This design, and 
these services, may not be the answer. The im- 
portant thing is, we are doing something about 
trying to find the answer. 

“We hope others will sit back and criticize. 

We want to get the jump on them.” 
e This is the 47-year-old president of a middle- 
sized Midwest major, talking about his newest 
station and the bold new concept behind it. 
The station is circular, service-oriented, com- 
plete with hostess, broadcast music and TV for 
the customers, gold-plated hose-nozzles and 
cadmium-plated lifts. The bold new concept 
behind it is a three-phase program affecting 
station design, dealer policy (to be announced 
Apr. 1) and a third element so secret that only 
a handful of top executives know about it. “It 
will shock you,” says Breitweiser. 


What are Stanley D. Breitweiser and the DX 
Sunray Oil Co. doing with a circular station 
with gold and cadmium-plate? Let Breitweiser 
tell it: 

“The plating was just something the equip- 
ment people furnished to show off their latest 
ideas in the best fashion, just as we wanted to 
go all out on our new design. This is a service 
station with white sidewalls. We'll probably 
never build another like it in this particular 
design. The frills will come off, and it can be 
geared down to a two-bay station that will com- 
pare favorably in cost to our standard rectan- 
gular-type station.” 

@ What about volume and payout? 

“Everybody will be guessing about this sta- 
tion, and as far as we’re concerned they can 
keep on guessing. If the normal trend follows, 
marketing vice presidents will send their en- 
gineers in to look this station over. The engi- 
neers will go back, say it cost too much and 
will never pay out. Those are the kind of re- 
ports we want them to take back. 

“We don’t want to concern ourselves with 
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Attendants, hostess emphasize driver service 


the Sixties? 


how much this wall cost or the expense of this 
roof. We want a station that will attract people. 
After we attract them, we want to give them the 
service they seek to keep them coming back. 
We want a merchandiser’s station, not an en- 
gineer’s. 
“We are trying out various things now and 
will try others later. We don’t want our com- 
petitors to know ahead of time. But we have 
done considerable depth interviewing, and 
have researched every survey we could get our 
hands on. The things we are trying are the 
result .. . They may not be the right things, but 
neither we nor anybody else knows until we try 
them. 
“If this is the design breakthrough, which 
is the main thing we’re after, we can alter it to 
fit changing needs.” 
e Breitweiser should know his subject. DX 
people say the station was his baby all the way, 
ordered a few days after he became president 
of the company last May. (On the architect’s > 
drawing, the station is designated as “Type Newest equipment blends with newness of station design. 
SDB”—Breitweiser’s initials. ) Continued DX says circular layout can be scaled to any location 
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Customer lounge and salesroom offers ultimate in comfort 
and convenience—couch, TV, and view of service bays 


Circular form of station puts drive-through service bays at 
side, out of the traffic flow around driveway islands 


| 
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Bays have overhead equipment, 
cadmium-plated lifts, display 


Gold-plated (14K) hose nozzles 
are one-shot showmanship item 


Ladies’ room has dressing table, 
peach tiling. Men’s is blue 


(Begins on page 90) 

Like anything new, the DX station poses 
many questions. For instance: 
Just how new is it? 

Besides being circular in a day of rectangular 
stations, it has the latest equipment on the market, 
most of it custom-designed—compact modular 
pump-island units, island lighting in newly designed 
elliptical aluminum frames, plate-glass bay doors 
with aluminum stripping, all-overhead wash and 
lube equipment. 

Its two big merchandising features aren’t unique, 
but they’re still new—hostess service and piped-in 
music, interspersed with gentle sales pitches. Be- 
yond that, hand-picked and intensively trained sal- 
aried personnel will “follow the book” on cleanli- 
ness and service. That means such things as clean- 
ing out ashtrays and vacuuming the floor (with 
customer’s permission). Other new merchandising 
twists will be added later, says DX. 

What did it cost? 

DX is cagey on cost figures. One source says that 

while the area (2400 sq. ft.) is double that of a two- 


bay DX rectangular, actual construction costs were 
less than double. That would be less than $100,000. 
But add in equipment and architect’s fees and 
you're probably into six figures. 

How about the location? 

It’s on a 150x150 corner lot in southeast Tulsa, 
in a thinly populated upper-middle-class district. 
It’s leased. The site was picked to put teeth in test 
results: there won’t be much “automatic” business, 
so it’s up to promotion, design and merchandising to 
pull customers in. 

Who thought it up? 

The designer is Alex Notoras, architectural in- 
structor at Oklahoma State. It’s his first station 
design, which was why he was picked—no precon- 
ceptions. He got a free hand, and his early attempts 
were “really radical,” says Breitweiser: “One of 
them would have cost us a million bucks to build.” 

DX engineers were called in only for consultation 
on functional aspects. Says Breitweiser, “We felt 
one of our problems in the past had been the habit 
of letting engineers, rather than merchandisers, de- 
sign our stations. We have turned that practice 
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Compact island unit is designed to stimulate driver’s 
buying impulse, centralize many service functions 


Air hose with visual indicator is at one end of unit 


around. The engineer is concerned with costs only, 
and saddles the merchandiser with something the 
public won’t buy.” 

Breitweiser won’t buy marketing’s stress on cut- 
ting costs “at the expense of all else.” If a station 
pulls sufficient volume to offset its higher cost, he 
argues, it’s more valuable than handfuls of sick 
conventional outlets. 


Why does it have to be circular? 

Partly because it’s distinctive, but it’s functional 
too. One consideration was to give the manager a 
view of the pumps, salesroom, bays and storage 
from a single location. Circular form did this. It also 
created four service bays (two for lube, two for wash 
and minor repairs) by letting them run through the 
diameter of the circle. This still left space for ample 
storage (including compressor equipment, which 
is out of sight), restrooms, and a combination sales- 
room-lounge with couch, chairs and TV. 

Circular form also allowed the designer to put 
the bays apart from pump-island traffic, with sepa- 
rate doors so attendants can enter and leave without 
going through the salesroom lounge. Finally, DX 
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Merchandising 





Credit-card imprinter and drawer for trading stamps 
are contained within one compartment of island unit 
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Island vacuum hose extends service concept inside car 


says circular form can be adapted by any lot size 
and location. This should retard obsolescence, says 
Breitweiser. 

Anything else distinctive? 

The roof, for one thing. Called a “floating” or 
“rolling” roof, it sparkles with white marble chips 
and rises from 10 ft. high at the salesroom area 
to 14 ft. over the bays (see pictures). Spaciousness, 
for another. The lot looks bigger than it is, and 
the compact pump units add to the open effect. 
From the standpoint of a traditional station, every- 
thing looks “different.” 


How about the construction? 

Concrete block, structural steel and plate glass. 
From a center-post in the service bay area, 16-in. 
bar joists stretch out through the roof to tie in with 
8-in. columns placed around the outer edges of the 
circle. Four-inch roof drains tie into two of them. 


What’s the setup on the driveways? 

Four modular pump-island units specially de- 
signed and made by Bennett Pump Div. of John 
Wood Co. They contain Bennett model 173 








aces ee 
aes 


DX kept station hidden behind fence until Dec. 14 opening. Site is in sparsely settled area of Tulsa 


(Begins on page 90) 

submerged pumps with 1/3-hp pumps in each 
of two 8,000-gal. underground tanks. Dispensers 
have eye-level gages. 

The units also have a motor-oil display case and 
another glass-enclosed case for credit-card im- 
printer and windshield-service equipment. At one 
end of the unit is an air-hose with visual indicator; 
at the other end is a water hose. The unit has stor- 
age for a portable vacuum-system hose as well as 
for discard oil cans, battery water, and used wind- 
shield towels. 

The credit-card imprinter space has a locked 
drawer for credit invoices and a space for trading 
stamps. 

What’s the lighting arrangement? 

Lighting plays an extra-important part in this sta- 
tion because it’s open 24 hours a day. If all lights 
and other power equipment were on at the same 
time, the station would need 300 amperes, not in- 
cluding plug-in equipment. The average station 
needs about 60. 

Lighting for both approaches and islands was 
provided by Guardian Light. The lineup includes 
Guardian’s Flex-O-Beam six- and eight-ft. units, 
with four ultra-high output lamps. The island lights 
are mounted at 12 ft., with the fixtures in elliptical 


President Breitweiser, operations manager Vern McCoy, 
station manager R. E. Klasen check shine on gold nozzle 


aluminum frames. Driveway lighting registers 60-65 
candlepower at ground level. 
Approach lights are on eight-ft. davit poles. 
Perimeter lighting around the building is a band 
of lights designed by Compco Corp. Interior light- 
ing is all fluorescent except for feature-lighting in 
the salesroom. 


What equipment do they have inside? 

Those cadmium-plated lifts in the lube bays are 
Model FP45 Rotary frame types. 

Overhanging equipment is Lincoln Engineering’s, 
and includes an eight-reel lube unit as well as air 
and water units in the wash bays. Mounted in the 
end-panels are drop-lights for service work. The 
eight-reel unit has a specially designed housing with 
four eight-ft. lamps. The wash unit has an Ascot 
Hot Water Systems instant hot-water tank. It’s a 
Model 904, with no reservoir. 

The air compressor is a Sayler-Beale Model 
VT735, a 5-hp unit with an 80-gal. vertical tank. 

Air conditioning is provided by a 5-ton Carrier 
combination heating-cooling system. The service 
bays have a Bryant forced-air unit. 

Lincoln’s minor tuneup kit (for timing, plugs, 
points) is stocked in the repair bay. The service 
area also has an Alemite 7057 wheel balancer and 
Western’s Model PT 60 air-operated tire-changer. 


Will the station stick to conventional products? 

For now. It’s starting off with DX’s normal TBA 
line, but could add other accessories and merchan- 
dise later. 

A vending area is planned at the back-fenced 
part of the station. It will have Pepsi and Coke 
machines in DX colors (red, white and blue). 
What’s being done on the promotional side? 

Plenty. DX went all out to push the opening, 
and will continue to advertise the station heavily. 

Before and during the four-day opening that 
started Dec. 14, DX used spot radio and TV 
liberally. A 16-page tabloid supplement appeared in 
both Tulsa newspapers on opening day. 

DX also held an employe “open house” before 
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the official opening, handing out gifts such as ash- 
trays and corsages. Others attending opening cere- 
monies got half-pound boxes of chocolate and per- 
fume packages. There were drawings for three 
$100 prizes for adults, record players for teen- 
agers, and 50 rocket banks for small fry. 


And the hostess, of course, was on hand. 


What’s the hostess idea all about? 

To make women drivers feel at home in the 
station. Surveys show women drivers are increas- 
ing, and DX wants to find what will get them into 
stations. The hostess’s job is to greet customers 
(from 9 to 6) with free coffee for adults and candy 
for children, catering especially to the ladies. Her 
job is to make friends, keep up with problems such 
as Junior’s twisted dental braces, and provide 
product and service information. 

The hostess is Mrs. Peggy Vaughan, who used to 
be a restaurant hostess. She was picked because of 
her ability to meet and greet. She'll also handle 
some of the station manager’s normal duties, such 
as routine follow-up phone calls for lube jobs. 

Having a hostess may or may not pay out, says 
president Breitweiser, but such things “have to be 
tried before anybody can really say whether they 
will work or not.” 


How about the broadcast music? 
It’s a public-address system that pipes music 
(by Muzak) through the walnut-paneled salesroom 


Merchandising 





and customer’s lounge and to the pump islands. 
Every two minutes the music stops and a subdued 
voice asks a question — “Do your wiper blades 
need changing?”, for example. 
Does DX really think lube bays are here to stay? 
Says president Breitweiser, “I’m sure there will 
be plenty of cars for a long time to come that re- 
quire lubrication. Eventually, the service bays may 
not be needed. By that time perhaps we'll have 
another use for them. If not, this station is de- 
signed so it can be contracted to give you almost 
anything you want — no bays, one bay, two bays.” 


How many men does the station need? 


Eight to ten full-time men. A two-man shift 
handles the station at night. 


How’s the competition reacting? 

Some marketers are openly skeptical, some are 
enthused. Most have a “wait-and-see” attitude. 
What happens now? 

DX watches the station. Because both it and 
company headquarters are in Tulsa, that will be 
easy. DX says a complete study will be made to 
determine general features that can be adapted to 
all future locations (DX has over 6,000 stations 
in 18 Midwest and mid-South states). Evaluation 
will be by public response. That’s the only cri- 
terion that will tell whether DX’s bold new concept 
is really a breakthrough in retailing. 





Merchandising Memos... 


Esso is prodding its dealers to 
repeat the company’s 1960 Valen- 
tine’s Day promotion. Some dealers 
reported gallonage increases up to 
100% when they presented minia- 
ture boxes of candy to motorists 
as valentines. Dealers pay $13 per 
hundred boxes for the Schrafft’s 
chocolates. 


Standard Oil dealers in Michigan 
are sponsoring statewide showings 
of a movie starring the 1960 All- 
American football team. Produced 
by the American Football Coaches 
Assn., the film will be loaned to 


Why Newspapers Will 
Get Shell Ad Dollars 


SHELL will spend the bulk of its 
1961 advertising budget on news- 
papers, but still plans some spend- 
ing in other media. Outdoor and 
radio, for example, will be used in 
outlying areas. Business papers will 
still be used for industrial and 
chemical advertising. 

The move to sink most of the 
estimated $13-million budget into 
newspapers means that Shell will 
dominate the medium. The rest of 
the industry has been steadily with- 





schools, churches, or civic groups 
who apply to local Standard deal- 
ers. 


Union Oil is mailing almost a 
million permanent credit cards to 
annual-card holders. Making the 
cards permanent does away with a 
monthly mailing of 17,000 replace- 
ment cards. The card is five-ply 
plastic with embossed numbers for 
imprinting. 


> Here’s a gadget that serves a dou- 
ble purpose. The mirror enables the 
motorist to drive his car on the lift 
without supervision. He just watch- 
es the reflection and keeps his left 
front wheel in the center of the 
track. Framing the mirror is an 
area designed to be used for ad- 
vertising. Patents are pending on 
the device, made by Embosograf 
Co., Chicago. 


drawing newspaper advertising 
spending, generally for television. 

As “top dog” in newspapers, 
Shell will be in a position to get 
the tops in cooperation from the 
medium. It also will be in line for 
some promising discounts, which 
will mean more advertising space 
per dollar. 

Shell’s agency—Ogilvy, Benson 
& Mather—says the first ads will 
break early this month. 
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BY CORMAN-RUPP... (| CvNCE DIIAAD 
T0 MEET ALL FUEL DELIVERY NEEDS 


40 to 140 GPM, positive action, sure priming, trouble-free performance, no check valve—all 
in the new Gorman-Rupp 02F3 Pump. Here’s the unit specifically designed for quick, efficient 
fuel oil deliveries. Time is money—so save time -HE GORMAN-RUPP COMPANY 


—see your Gorman-Rupp Dealer Today! 305 BOWMAN STREET + MANSFIELD, OHIO 
Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 





Se “i 5 
“ 


‘Cutaway view showing helical-ground gears, __ sping 02F3-40 to 140 GPM. PTO speed 
which increase RPM of power take-off at — —_— of 600 to 1000 RPM, depen on 
ratio of 5.69:1. 





dual installation of Model 02F3 for gasoline and fuel oil delivery. 
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SNOW MELTING 


CROP DRYING 


New Ways fo Boost Oil Sales 


These are just two of several new uses of No. 2 oil. Others are in 


the labs. There's progress in home heating, too. Here's a rundown 


EW USES for middle distillate, some already 

here and others coming, will give heating-oil 
marketers a crack at new markets to boost their 
volume and increase their profits. 

These new applications, together with new de- 
velopments coming along in the home-heating field, 
were outlined by Bob Weeks of Esso Research & 
Engineering Co. and Bob Gilmartin, product ap- 
plication engineer for Gulf Oil Corp. They spoke 
at National Petroleum Assn.’s convention in At- 
lantic City, N. J. 


New Markets Already Here 

Research has come up with the following new 
uses for middle distillate, says Weeks: 

e Snow melting. Esso Research, along with 
Esso Standard, experimented with snow melters for 
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the past two years. Now, after a slow start, the 
idea is picking up. 

Mounted on a truck as a semimobile unit, the 
burner can be lowered into a pit in which snow is 
dumped or pushed. Or the burner can be mounted 
in the pit (see photo). In either case, warm air 
coming from a submerged tube heats water to 45 
deg. F. to melt the snow. The unit gulps distillate 
at 50-100 gph. 

Snow-melting equipment is a_ product of 
Thermal Research & Engineering Co., Consho- 
hocken, Pa. Bill Lombard, Thermal’s vice presi- 
dent of sales, says Port of New York Authority 
tested a unit at LaGuardia Airport last winter, 
now plans to install eight of them when the airport 
modernization project is completed. 


Airports in Boston, Detroit, and Chicago are 





Fuel Oil 


interested in the idea. Potential markets include 
parking lots and other open areas. 


The advantage of melting snow with oil is the 
low operating cost. Hauling snow away, Lombard 
says, can cost as much as $50 for 25 tons. Melting 
25 tons will cost about $10 in fuel. Cost of equip- 
ment, depending on type and capacity, ranges from 
$5,000 to $15,000. 

e Crop drying. These units, which burn oil at 
8 gph, Weeks says, offer such advantages to farm- 
ers as (1) less dependence on weather conditions 
and (2) increased crop values through better re- 
tention of nutrients. 

New Holland Machine Co., division of Sperry 
Rand Corp., New Holland, Pa., markets an oil- 
fired crop dryer. Prices range from $2,200 to 
$2,569. 

e Air conditioning. Equipment such as Arkla’s 
3.5-ton absorption unit heats and cools. “While it 

«doesn’t double the heating-oil market,” Weeks 
says, “it will add to the distillate requirements.” 

e Swimming pools. “This market has only 
been partially tapped,” Weeks contends. Here’s 
how he estimates its size and potential: There are 
‘over 200,000 pools in the U. S. now. Heating an 
average pool | deg. for 60 days at 55% efficiency 
would require 178 gal. of oil, or 850,000 bbl. a 
year. By 1970 home pools will hit 2-million. 


Markets of the Future 


While heating-oil marketers are interested 
mainly in research on new burning equipment for 
homes, suppliers are going deeper. Research staffs, 
Weeks says, are working on such new concepts as 
these: 

e Fuel cell. The major objective is the oil- 
powered house (heat, cooling, lights, power). 
Smaller markets would be (1) quiet lawn mowers, 
(2) quiet motors for boats, and (3) camping power 
unit. 

Will the fuel cell work on oil? “We believe,” 
Weeks says, “that ultimately a fuel cell can be 
made to work on distillate fuel. We know hydro- 
carbons can and do react and that high outputs 
can be achieved.” 

e Multifuel stove. The idea is to replace “the 
somewhat hazardous gasoline stove.” The multi- 
fuel stove could be used for camping or in boats, 
which are now barred from using gasoline stoves. 

e Soil sterilization. “One way of doing it 
might be a combination plow and burner that 
would heat the soil as it is plowed, destroying 
harmful insects and weed seeds.” 

e Reducing ground-heat loss, another farm- 
market application. To keep heat in the ground, 
Weeks says a fog of oil droplets could be sprayed 
over the ground to act as a reflecting blanket. 


Beefing Up Oil Heat 


By stressing new uses for distillate, Weeks is 
not suggesting reduced attention to the home-heat 


‘It’s possible that in less than 
a year new types of domestic 
oil-burning devices may be 
available.’ 


GILMARTIN 


‘The one-market concept for 
middle distillates must go.’ 


WEEKS 


market. Oil-heat promotion is good, Weeks says, 
“because it creates a new image for oil heat.” But 
it's not enough. 

Oil heat’s comeback, Weeks says, depends on 
the development of a burner that is (1) low in cost, 
(2) high in efficiency, (3) smokeless, (4) more 
reliable, (5) more flexible in firing rates, and (6) 
smaller, more compact. 

What’s Being Done—Oil-company research is 
headed in just these directions, Says Gulf’s Bob 
Gilmartin. Gulf research is aimed at (1) new meth- 
ods of combustion, (2) low firing rates, (3) con- 
verting gas equipment to oil, (4) running several 
oil-fired appliances from one small air pump, to 
cut equipment costs, and (5) increasing efficiencies 
of present equipment with new nozzles and atom- 
izing fans. 

Gulf researchers are working on the following 
equipment: 

e An oil burner than can be used in such 
gas-fired equipment as incinerators, warm-air fur- 
naces, conventional hot-water heaters, and side- 
arm hot-water heaters. The burner uses the air- 
aspirating principle of combustion, a flame-tube 
holder, and a small air pump. “In the furnace, the 
burner shows a low stack temperature of about 
300 deg. F., CO. in the range of 11%, and no 
smoke. Modified for side-arm water heaters, it con- 
sumes 0.15 gph.” 

e A burner with a ceramic grid, working on 
the principle of catalytic combustion. “It uses 
kerosine without preheating, but No. 2 oil at pres- 
ent must be preheated. If some other method of 
atomizing No. 2 oil could be developed, this 
burner would have commercial possibilities.” 

e A new-type constant-flow nozzle. It’s being 
field-tested now. “Lab tests show it is insensitive 
to No. 2 oil viscosity. It points the way to better 
performance, particularly in reducing soot deposits. 
This could mean less boiler cleaning.” 

e A modified Timken-type oil-atomizing fan. 
“It shows a reduction in combustion smoke and 
in soot deposits in the flame rim, plus a higher 
CO, range.” | 
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How to Blend Fuel Oil Right 


eg omnremey 


Good blending is one 
sure way to cut down 
service calls on those 
residual-oil burners, 
says Texaco expert 
Wally Cole (right) 


babe CAN END many service problems of residual- 
oil burners by doing the right blending job. 
That’s the word from Wally Cole, fuel-oil tech- 
nologist at Texaco Research Center, Beacon, N. Y.., 
and a member of Oil-Heat Institute’s technical 
division. 

“Almost all service problems on residual burn- 
ers are due to oil handling problems, or to me- 
chanical difficulties of the oil-burning equipment,” 
says Cole, Blending, he says, is part of oil handling. 
And an important part, since most of the No. 4 
and No. 5 oil used in the U. S. is blended from 
No. 2 and No. 6. 


Compatibility Counts 


To blend residual properly, you must use com- 
patible grades of oil, says Cole. If you buy from 
one source only, check with your supplier for 
information on the products he sells you. If you 
buy from different sources, check on compatibility 
every time you change your source. If you don’t 
blend your own, but buy blended oils for resale 
to residual accounts, it’s a good idea to check 
compatibility on a regular basis. 

How to Check—Checking compatibility is a six- 
step process, says Cole: (1) Make up a hand blend 
in a small bottle. (2) Shake thoroughly. (3) Heat 
sample on stove, radiator or hotplate to normal 
blending temperature. (4) Let sample cool 24-28 
hours. (5) Turn bottle upside down so that oil film 
coats its sides. (6) Examine film with a strong 
light behind the bottle. 

“If there’s a trace of heavy stuff on the bottom,” 
says Cole, “you’re headed for trouble because the 
oils are incompatible or not thoroughly mixed.” 

Compatibility isn’t the problem it once was, says 
Cole, since most blending oils now contain 
“cracked” constituents. But you may be asking for 
trouble if you try to blend a straight-run distillate 
with a highly cracked residual. Mixing incompatible 
oils may result in a product with heavier viscosity 
than you want, says Cole, “and this heavier oil may 
plug burner strainers, form sludge in your storage 
tank, or your account’s supply tank, or in the low 
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spots of his oil-feed piping system. It can also 
coke up preheaters used for No. 5 oil.” 


How to Get a Good Blend 


Before you blend, Cole suggests, determine the 
viscosity of the oils you’re using. Then determine 
the viscosity you want in your blend. A chart will 
show you what percentages of No. 2 and No. 6 to 
use. If you’re inclined to go heavier on the No. 6 
because it’s cheaper, remember that the resulting 
blend may not have the desired viscosity. 


To do the job right, says Cole, No. 6 should be 
heated to the 170°-190° range, depending on the 
flash point of the oil. Don’t heat beyond it. After 
the No. 6 is heated, mix it thoroughly with No. 2. 

How to Mix—Cole advocates three methods for 
correct mixing: (1) Use automatic mixing equip- 
ment. (2) Use a mechanical mixer inserted through 
the wall of a storage tank. (3) Use a pump, draw- 
ing the mixture from the bottom to the top of the 
tank, then reversing the procedure. 


Methods 2 and 3 require a storage tank; with 
the first you can load directly into a truck, and at 
a lower temperature. “The better the mixing, the 
lower the temperature you need,” says Cole. 

How Not to Mix——Cole does NOT recommend 
either of these methods: (1) Air blowing, once 
common, now discouraged because it requires a 
temperature at which light ends are lost and a 
safety hazard is created. (2) Loading No. 6 and 
No. 2 in a truck and driving around sharp corners 
in hopes the oils will mix. “Dumping them together 
and slurrying them around is no good—it just 
doesn’t work,” Cole says. 

It’s not necesary to make a special blend for 
each type of burner, Cole adds. Manufacturers 
specify viscosity by specifying grade of oil, so you 
blend to the ASTM range of viscosity for the 
grade you want. 

Storing—“Nine times out of ten, the trouble 
with strainers and clogging is due to sloppy han- 
dling of the blended oil,” says Cole. Tanks should 
be free of contamination (water and dirt) and the 
blended product should not be overheated. Normal 
storage temperature should be 90°-100°. Above 
that, the higher the temperature and the longer 
the storage period, the more likelihood of product 
breakdown. 

“Blended residual,” Cole adds, “should be stored 
at minimum temperature compatible with ease of 
handling. Going below the minimum temperature 
only thickens the oil, loads up your pumps, and 
takes you longer to load trucks.” 

Along with proper blending, be sure that residual- 
burning equipment is maintained correctly. “That 
means the proper preheater, the proper air ad- 
justment on the burner, a clean nozzle, and nozzles 
of the correct firing rate,” Cole says. Ld 
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MINIMUM PRESSURE DROP 


No. 1190 


For filling large containers, fuel- 
ing buses and trucks. Shuts off 
automatically when tank is full. 
Sizes: 144” and 114”. 


No. 620 


High pressure 
type for bulk 
plants, aircraft, 
and Diesel fuel- 
ing. Sizes: 2”, 
24%”, 3”. 


High pressure type for home 
fueloil delivery. Sizes: 114” 
and 142”, 


OPW BULK LiguiDs 
toy + 4 mt 


for blending « filling » transfer 


Low pressure type for home fuel- 
oil delivery. Sizes: 1”, 1144”, 
ie, 2. 


No. 220 


Gravity, low pres- 
sure type for bulk 
plants. Sizes: 2”, 
2%”, 3”. 


; No. 516 
- rae 


Low pressure type for home 
fueloil delivery. Has ‘‘non 
drip’’ spout. Sizes: 114,”,2” 


Write for Bulletin F-9 


CORPORATION 


2735 COLERAIN AVE. « CINCINNATI 25, OHIO 
Kirby 1-5400 
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Memos for Fuel-Oil Men 





It's always good housekeeping 


<i OR errUnD OF 
$” Guaranteed by & 
‘Good Housekeeping 
Nd \J 
Sor as ADVERTISED wee 


with good DX Heating Oil 


It's Clean Two Ways 


t's Hot 


Dx 


DX Sunray Oil Co. is using ads 
like the one above to spread the 
word that its heating oil has been 
given the Good Housekeeping 
Guaranty Seal. 


>The 1961 convention of Oil-Heat 
Institute of America will be held at 
the Statler-Hilton Hotel, Washing- 
ton, D.C., April 23-26. The 1962 
convention and trade show will be 
held April 8-12 in Chicago. The 
Conrad Hilton Hotel is now slated 
to be headquarters for both. 


Some heating-oil jobbers think 
the pure degree-day delivery sys- 
tem isn’t the answer to the best use 
of men and trucks in getting maxi- 
mum deliveries per miles traveled. 
These jobbers are thinking about 
using degree-day deliveries in con- 
junction with the old-fashioned 
route system. A jobber who has 
tried it says he delivers most of his 
product in mild weather, and then 
takes it easy when cold weather 
comes around. 


>New safety provisions for tank 
vehicles carrying flammable liquids 
have been adopted by National Fire 
Protection Assn., 60 Batterymarch 
St., Boston 10, Mass. They’re con- 
tained in the revised edition of 
NFPA Standard No. 385 (50¢). 
Among changes are provisions for 
anchoring cargo tanks to chassis for 
greater stability and safety and 
clarification of the provision for 
bonding the tank vehicle to the 
loading rack. 


Does knocking on doors to ask 
for business pay off? Ask that ques- 
tion of 31 Midwestern Mobilheat 
distributors and agents and they’ll 
say yes. That’s because they tried 
it. In a door-to-door campaign, they 
asked 1,081 people to buy: 404 
bought, better than one in three. 
One Mobilheat man, laid up in bed 
with a broken leg, made 31 phone 
calls and got 22 new accounts. 


> Oil-Heat Institute’s technical com- 
mittee has set up a sample field test 
procedure for three types of fuel- 
oil filters as well as a rating system. 








This Month’s Features for Fuel-Oil Men 


Editorial: Why a ‘One-Roof’ Group Is Needed Now 


How Much Do Jobbers Make? ......... 


New Ways to Boost Distillate Sales 
How to Blend Fuel Oil Right 


New Way to Ship by Water 


How Shell Uses Automation at Bulk Plants ...................... 


How Jenney Modernized Loading 
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API 


TWO NEW motor-oil filmstrips with 
accompanying double-faced phono- 
graph record are available now from 
API. They’re designed for showing to 
service-station dealers and oil-company 
salesmen. 

Entitled “How To Sell Motor Oil” 
and “Know Your Motor Oil,” they’re 
based on API booklets of the same 
name. 

Caricatures of engine parts are used 
to enliven the educational message. In 
illustrations above, Pete Piston pre- 
sides at a protest meeting of engine 
parts (upper left), where they urge oil 


Lubrication 


Puts Out New Lube Films 


change at regular intervals. Oliver Oil 
Screen (upper right) complains that 
sludge clogs him when oil is changed 
infrequently, and Lester Valve Lifter 
(lower left) opposes sticking that results 
from extended oil drain intervals. In- 
frequent change of oil, Pete Piston 
learns, sends engine parts to junk heap 
before their time (lower right). 

The color films may be ordered as 
a kit from American Petroleum Insti- 
tute Division of Marketing, 1271 
Avenue of the Americas, New York 
20, N. Y. Price is $30 per kit, with 
discounts on bulk orders. 





Memos for Lube Men.. 





PAPI lubrication committee at its 
November meeting in Chicago 
passed a resolution referring the 
problem of outboard-motor engine 
test techniques to the API joint re- 
fining-marketing subcommittee on 
lubricants. 


Standard Oil Co. of California is 
marketing what it calls the world’s 
first single-grade ashless detergent 
motor oil. Called “RPM Special,” 
the new oil will reduce cylinder 
wear to half that found with alka- 
line metallic ash-forming detergent 
oils in slow-speed stop-and-go driv- 
ing, the company says. 


PStandard Oil Co. (Ohio) has 
added a new lithium-base, moly- 
sulfide grease in two consistencies 
to its branded grease line. Called 
“Sohio Molylube 1 and 2,” the 
new multipurpose grease has been 
tested in truck fleets and heavy 
off-the-road equipment during the 
past two years. 


> API lubrication committee at the 
request of the national committee 
for motor-fleet supervisors’ train- 
ing is preparing a 50-minute lec- 
ture on lubrication to be used in 
courses given by the latter group. 

















WHY DO 
OIL MARKETERS 
READ NPN*? 








BECAUSE IT’S FULL 
OF USEFUL MONEY- 
MAKING |DEAS/ 


* National 
Petroleum 
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Loaded ‘Dracone’ (left) looks like midget sub, 
carries 12,000 gal. of product. Empty Dracone 
collapses, can easily be rolled up on reel (below) 
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New Way fo Ship by Water 


‘Dracone’ is a waterproof tube that could replace barrel and drum 


shipment on some water hauls. Here’s how Imperial Oil is testing it 


AN A RUBBERIZED TUBE do a better job than 

barrels and drums on medium-distance water 

hauls? Tests just completed in the Bay of Fundy in- 
dicate the answer may be yes. 

For the past three months, Imperial Oil Co. has 
been testing a waterproof, buoyant container called 
“Dracone.” The container cost $23,000 and holds 
10,000 Imp. gal. (about 12,000 U.S. gal.). Imperial 
has been using it to haul diesel fuel from its water- 
front terminal in St. John, N.B., to its barge termi- 
nal on Grand Manan Island, some 50 miles to the 
southwest and about 10 miles off the Maine coast. 


Now the test results are being weighed by Im- 


perial, the Canadian marketing arm of Standard Oil 
Co. (N.J.). In Dracone’s favor are its low cost, ef- 
ficiency, safety, and flexibility. If all goes well, 
Imperial plans to switch to Dracones permanently 
for all shipments of gasoline, furnace oil, stove oil, 
and diesel to Grand Manan. Including other mar- 
Kets, Imperial could be using six Dracones within a 
year. 

Imperial says Dracones won’t compete economi- 
cally with tankers or trucks until their capacities ex- 
ceed 90,000 Imp. gal., the current maximum. But 
in middle-distance applications like’ the Grand 
Manan run, they may be the thing. 
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Even so, Imperial can’t do much until the Port of 
St. John Authority okays the Dracone concept of 
bulk-product shipment. Approval is almost sure to 
come, says Imperial: Canada’s Department of 
Transport is passing its own okay down the line. 
Harbormasters at St. John and Grand Manan 
should follow suit before too long. 

In the meantime, Imperial is building a special! 
Dracone tank installation on Grand Manan. There 
will be four tanks, one for each product shipped. 
Each will be slightly larger than the capacity of the 
Dracone under test. 


What Dracones Can Do 


Here’s what the Dracone showed during the test 
period: 

e@ Economy over barrels and drums. There’s 
less manpower needed to handle a Dracone ship- 
ment, and it’s easier and faster, says Imperial. It 
takes two men (one on shore and one on a windup 
reel) to handle loading and unloading, with a third 
man to pilot the tow boat. Loading and unloading is 
quicker than barrel or drum shipment. The test 
Dracone can be loaded at 300 Imp. gpm. and un- 
loaded at about 200 Imp. gpm. 

With a Dracone, Imperial can forget about such 
drum and barrel costs as these: Initial cost of the 
container; cost of collecting containers for reship- 
ment; reshipping costs; cleaning costs ($1.20-$1.30 
per bbl.); filling costs (about 1¢ per bbl.); and 
freight costs (about 90¢ per bbl. to Grand Manan). 
On the Imp. bbl. of 35 gal., this freight cost works 
out to about 2.7¢ gal. Imperial says it can contract 
out the Dracone’s towing for about 1¢ per gal., with 
the return shipment of the unit included in that cost. 

e@ Safety over barges. Since a Dracone carries no 
crew, as a barge does, Imperial can forget about 
possible injuries to personnel. Other hazards are 
fewer too, says Imperial: “Because Dracones are 
kept afloat by the buoyancy of the cargo, there’s no 
air space and therefore no possibility of an explosive 
mixture developing.” 

Also important from the safety angle is Dracone’s 
ability to take it. Because of the strength and resili- 
ency of the material (woven nylon in the center, 
acrylonitrile rubber on the inside, and neoprene on 


the outside) Dracones resist damage from rocks, 
jetties, and vessels. Anything a Dracone hits, on the 
other hand, is not likely to be damaged. 

e Almost no maintenance. The manufacturer 
guarantees there will be no chemical reaction be- 
iween the inside lining and any product for a five- 
year period. Dracone needs no painting. And if it is 
damaged, torn fabric can be repaired temporarily 
almost at once, with more complete repairs done in 
only three days. 

e@ Flexibility. Imperial says the Dracone can 
be used in shallow water. Draft of the test unit is 3 
ft. 7 in. when loaded. When that draft isn’t the 
guiding factor, it would be the draft of the towboat. 
And the towboat only has to be big enough to carry 
a motor developing at least 50 hp. In fairly calm 
water, a man ashore can maneuver the Dracone. 


Imperial’s Other Uses for Dracone 


If the Dracone passes muster in the Grand 
Manan test, Imperial says it may use others in the 
bays, lakes, and rivers of Northwest territories, espe- 
cially in the Mackenzie River area, and for such 
specific uses as supplying product to fishing fleets 
and mining camps. 

Limiting the use of Dracones in extreme north- 
ern areas, though, is temperature. At —22 deg. F., 
Dracone’s material stiffens a little, but the unit can 
still be used. At lower temperatures, the material 
becomes brittle. But Imperials says it’s safe to store 
Dracones in temperatures as low as —58 deg. F. 

Other possible future uses for Dracone, says Im- 
perial, are teaming with a tanker to increase tanker 
capacity, and transporting bunker oil. Imperial sees 
a possibility of towing a number of Dracones in 
slings alongside a tanker. For bunker oil, a suitable 
‘lexible heating coil needs to be developed. And that 
project is in the works, Imperial says. 

Although Imperial is testing only the 10,000- 
Imp.-gal. size, Dracones come in other sizes— 
4,500, 28,000, and 90,000 Imp. gal. Dimensions 
of the test unit are length: 100 ft.; diameter: close to 
S ft.; draft: a little over 31% ft.; weight: 2,300 Ib. 
when empty. The windup reel is 9 ft wide, and the 
test unit is loaded and unloaded through a 4-in. 
hose. 


On Grand Manan run, small towboat pulls snake-like Dracone 50 miles to deliver diesel fuel to Imperial Oil customers 
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How to Get Good Dealers 
—And Hold On to Them 


In a panel discussion*, marketers who have 
found answers to their dealer problems tell 
how to recruit, place, train, keep good men 


MARQUAM: How do you go about setting up an area 
of understanding between you and the dealer just 
starting out? 

CITRIN: To get a proper understanding, we—and 
our salesmen—must understand the specific problems 
we're facing. This begins with the selection of the 
dealer. Different types of locations will need different 
types of men. 

There is the neighborhood rural station. Here you 
need an older man, a more settled gentleman. Here 
the dealer himself usually waits on the customers. 
He is folksy and a good mixer. A semiretired man 
is good for a spot like this. 

Then there is the highway location. The dealer for 
this one must be more mechanically inclined. He 
needs more capital—and more help—than the neigh- 
borhood station. 

Finally there is the commercial location, usually 
a shopping center. Here you need the man with the 
greatest degree of management ability and the great- 
est amount of capital. He must understand sales pro- 
motion, merchandising, and the other areas of good 
selling. 

You can see that we try to fit the man to the 
station. We also try to fit the station to the man. Here 
are two case histories. 

We had a large three-bay station on a well-travelled 
street near a shopping center. It had twelve pumps— 
a 50,000-gal. potential—but never seemed to really 
work out fully. Then we put two men in as partners. 
One was a former management training man from 
Chrsyler, the other was a line foreman. 

Together these men have made the station a suc- 
cess. It’s selling just under a million gallons a year. 
The former management training man is the contact 
man. He belongs to clubs, is always out getting busi- 
ness for the station. The former foreman is the tech- 
nical man, the line man. 

We had another station doing between 5,000-6,000 
gal. a month. No one could make it pay off and we 
were thinking of closing it. Now it’s up to 12,000 a 
month. We put in a man who was a retired car- 
penter. He was an older man who fitted in well with 
the older people in the neighborhood, most of them 
in the manual trades. 


*Presented at Virginia Petroleum Jobbers Assn.’s_ semi- 
annual meeting at Roanoke, Va. 


You must consider the drawbacks to running a 
station: the long hours, the lack of prestige, the type 
of work—outdoor and janitor services, for example. 
You've got to get these clearly understood at the 
beginning so they won’t come back at you later. 

Does his wife understand his hours and type of 
work? My company requires that this be covered 
with the man and his wife. His finances have to be 
all right. He has to be able to meet his own house- 
hold expenses. 

We have found there are four main dealer failure 
factors: One, friction between the dealer and _ his 
wife; two, lack of familiarity with business procedures; 
three, not trying to promote more business; four, un- 
realistic attitude toward payment of debts. 

Note that none of these are concerned with mechan- 
ical ability. They all involve character or business 
traits. 

We have a dealer prospect talk, or even work, with 
one of our dealers. And we aren't present. We talk 
to his wife. Then we can assign the man to the 
station we think is best for him. 


MARQUAM: After we have an understanding with 
the dealer, how do we help get him over the hump 
of the first six months or year? 

NEAL: When we get a prospect, we're thinking of 
a specific slot for him. At least two of us interview 
him. We thoroughly explain what he faces. If he’s 
afraid to get his hands dirty, he’s a misfit. If he lacks 
confidence, he won't hold trade. One of the men 
who interview him is the salesman in whose territory 
he is assigned. 

In the interview we lay stress on the bad things. 
We give him ample time to ask all his questions. 
When we are convinced he is our man, we get out 
the agreements. We read every clause. He does not 
get the idea he is being used, taken advantage of, or 
tied down. We explain to him that if he doesn’t suc- 
ceed, we don’t. He gets a copy of the contract. 

Then we inventory the outgoing dealer with the 
new man. The new dealer is checked in by two of 
our salesmen. 

If problems develop—complaints, credit difficulties 
—we try to find what it is that we have done wrong. 

Commission agents? They cost us money. They 
forget which pocket is theirs. After a while they 
begin to think they’re wearing your pants. 
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We've quit paying utilities and cutting rent to help 
out dealers. It’s no good. We find it’s better to spend 
this money in promotion at the dealer level. 

We need institutional ads . . . to tie the jobber to 
the product. This sets you up at the local level so 
you can do a better job. 


MARQUAM: You both obviously spend a tremendous 
amount of time getting dealers indoctrinated so you 
avoid misunderstandings later. How do you recruit 
a good dealer, and where? 

CITRIN: We get most dealer prospects from signs 
on service stations. We get the best ones, though, 
from the number two men. And some from other 
comparable businesses—men with some supervisory 
training and sense of responsibility. 

We have offered a certain amount of financial 
assistance if the dealer recommends his assistant for 
a dealership. Then the assistant is really working 
toward something. 

You get some people from the competition, but 

not the good ones. You get the dissatisfied ones. Look 
for good second-string men. If you need help, see 
the local bank manager. He’s a good guide. 
NEAL: We get dealers from the service trades and 
from similar lines of business. Route foremen, for 
example. Or men who run ice stations. Men who deal 
with the public and have hours similar to those in 
service stations. 

Get them from the competition? It’s easier to get 
his culls. 


QUESTION from the floor: Do you use a prepared 
form or an examination to screen your prospective 
dealers? 

CITRIN: No. I’ve seen some of these tests, but I 
seriously question their worth. 


QUESTION from the floor: How do you recruit the 
salesman, the man who calls on the dealer? 

NEAL: The basic source is the major company. We 
find the best results when we hire men from the 
majors, or promote men within our own company. 
MARQUAM: We're fast coming to the conclusion at 
Pure that this is not a place to train college graduates. 
There has been too much of this. 


NEAL: You have to have a man whose opinion is 
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respected by the dealer. And they can't be afraid to 
get their hands dirty. 


QUESTION from the floor: How about jobberwide 
promotions for dealers? 

NEAL: | still say we need more money at the jobber 
level to promote his business. 

I don’t favor car giveaways. Only one person can 
win. And stamps are a dirty word to me. In 1957 
we spent $44,000 on promotion at the dealer level. 
In 1958 we spent $30,000. We increased business 
22% in 1957, 8% in 1958. You’ve got to work on 
the consumer, and you need the help of the supplier 
in promoting on your level. 

MARQUAM: We're trying to do just that. 

NEAL: I'm ready. 

CITRIN: I think we should realize that our dealers 
have a tremendous advantage over other businesses. 
I can have my groceries or drugs delivered, but my 
customers are always in my “store.” They have to 
come in once or twice a week. 

MARQUAM: We've been way behind on merchan- 
dising and promotion. Look at the supermarkets. 


QUESTION from the floor: How about this problem 
of overbuilding, the majors building too many service 
stations all over? 


NEAL: We have a lot of evils in this business, but 
I don’t think that overbuilding is one of them. Our 
company isn’t overbuilding. 

One of our competitors just moved into my area 
and built 29 service stations in 18 months. But I'd 
rather fight to keep him in there. I don’t care what 
they do. Just let me get mine. 

I’m like a dogie calf that’s been raised on short 
grass. With my short legs, I can get closer to the 
trough. I can eat as much as I need. I don’t want to 
fight majors. I just want a chance to wheel and deal 
with them in the open market. 


QUESTION fr5m the fioor: How do you keep your 
dealers? 

CITRIN: What would make you leave your supplier? 
Jobbers tell me they have been offered fabulous sums 
but won't leave their suppliers. There has to be some- 
thing more than money in an agreement. 
MARQUAM: | find that jobbers as a whole don't 
have the turnover we majors have. 

NEAL: I don’t want these suppliers leaving the room 
thinking that margin has nothing to do with it, though. 


MARQUAM: We did a dealer mail survey and found 
that dealers wanted more dealer meetings. In the 
interests of economy, management had cut down on 
them. How about dealer meetings? 


NEAL: Lack of attendance and other problems come 
from the type of meeting. We found the most effective 
dealer meeting is one where we're not trying to get 
him to do something for us. Get off the product and 
get on to the problem of running that man’s business. 
CITRIN: The fellow who stays away is the one who 
needs it most. We have had centralized meetings, but 
just this year we tried a new system. Territory sales- 
men arranged for meetings in a local lube room. 
Salesmen then met with 30-40 dealers. They even 
picked up the check for a round of beer. This way 
the dealer doesn’t even have to change his uniform. @ 
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il Quiets NOISY | i 
for gasoline. ‘ XQ motors J hy 


wd apg cots 'OUNE again!” 


J 





MOTOR-MEDIC NO. 2 is the new scien- 
tific blend of solvents, lubricants and 
inhibitors for effective treatment of slug- 
gish engines. Helps restore lost power, 
increases gas mileage, cleans carburetors, 
frees sticky valves, lifters and rings. Pro- 
vides lubrication for upper cylinders. 


LusricatTes 
UPPER CYLINDER 


TA Consistent advertising in major cities throughout 1961 will create new volume 


matic Transmis- 

sion Sealer and on all Solder Seal Chemical Tools. New point-of-sale posters, banners and 
Conditioner STOPS ‘ ‘ ° ‘ oe 

leaks quickly . . . mailers are available for local promotion. Make this advertising pay off for 


rs | i . 
abe go you... feature Solder Seal Chemical Tools. 
shrinking of seals. 
Goes to work im- 
mediately. Reduces 
eo RADIATOR SPECIALTY COMPANY 


noise . . . makes 


shifting easier. CHARLOTTE, NORTH CAROLINA 
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COMPACT REFLECTION 


Compact is the word for Smith-Erie Salesman 


48" pumps. Low and behold! Customers in 


today’s down-to-earth compact cars can easily 


Smith- E22 


read the large, eye-level dials. 


PS. 


4A2 aime 








SMITH-ERIE SALESMAN “48” SINGLE PUMP 
Smith-Erie’s compact pump — a short 48” 
unit Yor better visibility. Large, sloped-back 
eye-level dials are clearly read day or night — 
by night with normal overhead station lights. 
For the new, lower cars, both customers and 
attendants can easily see the amount of sales. 
One-hand motion to reset computor and start 
motor. Hose nozzle and hose are flat against 
side of pump. Heavy-duty, high-speed Sales- 
man “48” pumps are also available. 





SMITH-ERIE SALESMAN “48” TWIN PUMP 
The Salesman “48” is also available in a twin. 
The twin pump or dispenser is the same size 
as the single pump — base 17”x 2314”. The 
side-mounted nozzle holster permits even 
greater space saving. The twin dispenser may 
be had for either one or two products — the 
twin pump for one product only. Existing 
single pumps can be easily replaced as this 
twin fits in the same island space. The ideal 
pump for more volume. 

















SMITH-ERIE L-3 SINGLE PUMP 

Here is the first, finest and most imitated 
canopy pump on the market today. Modern, 
streamlined styling enhances the appearance 
of any service station. Dual-purpose canopy 
conceals the lighting and protects the dial face 
from rain, snow and dirt. The wide dial face 
is framed in stainless steel. Available with re- 
tractable hose. Equipped with famous PM 2 
meter and Veeder-Root computer. Also avail- 
able as a heavy-duty pump at 23 gpm. 


SMITH-ERIE L-3 TWIN PUMP 

Smith-Erie L-3 pumps are also available in one 
or two product twins — in retractable outside 
hose only. Smith-Erie twins have the same 
outside dimensions as the single pumps. They 
occupy a minimum of island space while pro- 
viding service to two customers simultaneous- 
ly. All Smith-Erie L-3 pumps are easy to main- 
tain — stainless steel dial frame and scuff 
plate protect finish from damage. Panels are 
of bonderized steel, prime-coated and enam- 
eled — easily changed or removed. 


Through oa better way 


AO.Smith 


Smith- E_2 Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. 
Offices: Atlanta 5, Georgia; Chicago 3, Illinois; 
Houston 2, Texas; Los Angeles 17, California; New 
York 17, New York; Newark, California; Tulsa, 
Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. 
Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 


SMITH-ERIE COMMERCIAL PUMPS — The Smith-Erie line includes 
pumps for commercial applications — for airports, boat docks, bus 
terminals, farms, plants and truck fleets. Pictured from the left are 
Smith-Erie farm fueler, commercial unit with totalizing counter and 
airport-marine dispenser. 


Besides gasoline pumps and dispensers, Smith-Erie produces 
petroleum meters in a complete range of sizes and pressures, 
and a wide range of metering accessories. Write direct for 
further facts on any of these Smith-Erie products. 


Litho in U.S.A. 








Shell computer occupies no more space than a desk. Monrobot punches tape for transmission, storage, preparing forms 


Management 
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Now It's Midget Computers 


Shell's new system helps reduce and simplify paperwork at the front 
line where errors are most likely to happen. Here's how it works 


_ MANY MAJORS are centralizing their 
accounting and using bigger and costlier 
electronic brains, Shell Oil is moving in the op- 
posite direction. 

In the constant drive to reduce the reams of 
paperwork that plague oil marketing, Shell is 
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pressing automation at lower marketing levels— 
at the bulk plant, terminal, or refinery. 

The new Shell move is now getting a sharp test 
in the New York marketing division. A key feature 
of the system is a compact and low-cost computer 
that helps reduce and improve paperwork at the 





(Begins on page 109) 
front line where errors are most prevalent and 
duties most varied. 


“With this system,” says J. W. Haslett, manager 
of methods and procedures, “the idea is to capture 
data at the lowest level and self-perpetuate it. 
You utilize your operating people as operators, 
not clerks. The most common errors are reduced, 
and the need for verification at upper levels is done 
away with.” 

Another key feature of the new system is a 
“universal form” that replaces more than 50 forms 
and reports. The form (Shell’s T-213) can be used 
for inventory records, sales and stock documents, 
bills of lading, and sales, stock, and cash reports. 


Thus Shell has attacked a serious and common 
problem with two familiar tools: mechanization 
and standardization. The results forecast by the 
major: efficiency, economy, flexibility. 

Shell began working on the system as long ago 
as 1956. It was then that its representatives met 
with Monroe Calculator Co. to find out whether 
there was a computer in existence to make the 
theory workable. Monroe produced its Monrobot 
Mark XI, and in 1959 the oil company agreed 
to, a test. Programming started in early 1960, the 
actual test in June, 

The site was the Shell plant in East Rutherford, 
N.J. The test proved so successful that the com- 
pany is now equipping plants in Brooklyn, Inwood, 
and Mount Vernon, N.Y., and possibly Sea Warren, 
N.J. Three other plants, where the number of trans- 
actions is insufficient to warrant their own calcu- 
lator, will be integrated into the system. By the 
spring of this year, the entire New York market- 
ing division will be in full test. 


Meet Monrobot 


The Monrobot Mark XI now installed or being 
installed at Shell distribution facilities, is compact: 
it’s smaller than many standard desks. “We do 
not need air conditioning, strengthened flooring, 
or false floors to hide a maze of cables,” says Shell’s 
Paul A. Kalb, who’s credited with ironing out all 
the details of the new system. “We just move it in 
and plug it in. 

“It takes about an hour to train a clerk to oper- 
ate it. All she does is insert the proper customer 
tape or transaction tape, and press appropriate 
keys for quantity and temperature. Monroe does the 
maintenance, and we rent the machine for about 
$800 a week, compared with the $3,000 a week 
we would pay for a big IBM or Remington Rand 
machine.” 

Using the computer equipment, the clerk in the 
shipping station prepares invoices, shipping papers, 
receiving reports, stock replenishments, or con- 
sumption documents—all using the new universal 
form. 

In addition to preparing the form, the computer 
turns out a five-channel punched paper tape which 
can be converted automatically to tabulating cards, 
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Shell’s universal form does away with 50 others 


entered directly into other computers, or sent over 
commercial teletype facilities for rapid communi- 
cation among offices. 

According to Haslett, the mechanization of the 
data at its point of origin eliminates key-punching, 
coding, verification, or other upgrading of informa- 
tion that normally precedes machine processing 
at the division accounting office. This saves in 
time and money. 


With only one form in use, the computer needs 
only one program. Transactions are handled in 
the random order in which they occur, “increasing 
job-processing volume tenfold.” 


Master information concerning customer, prod- 
uct, transaction, and auxiliary programming is 
carried in the tapes, providing sufficient memory 
for any transaction. The computer has 1024 words 
of drum memory. This is used for programming 
logical and arithmetical functions—300-500 de- 
cisions and about 100 different calculations—and 
to accumulate data, which can be outprinted as 
desired. 


The machine is programmed to recognize, 
through the coding technique, all transactions that 
can occur, and to write the necessary forms. The 
machine recognizes debits and credits to various 
accounts held in memory, and modifies them 
accordingly. The data is also punched out into the 
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FORM _T-213 


tape in machine-accounting style for further process- 
ing. The byproduct tapes may be reinserted into 
the machine for analysis at the plant; for example, 
for inventory or stock reorder. 


What the Computer Does 


Here are some of the things the Monrobot does 
for Shell: 

e Shipping—It assembles shipments by I.C.C. 
shipping classifications, computing the number of 
packages and shipping weights; it applies freight 
rates and computes anticipated freight billing. 

It recognizes when the movement is by common 
carrier, and automatically writes the bill of lading 
or waybill. 

e Billing—lIt applies the proper division-office 
remittance address if the transaction is a sale. It 
computes the various kinds of city, state, and 
federal taxes applicable to both customer and 
product, accumulates these, and either prints them 
on the invoice or shows them as tax exempt. 

The computer will figure out the price to be 
charged for each product sold to any customer; 
it takes into consideration the base price, taxes, 
contracts, accumulative purchases to date, and 
surcharges and allowances. 

Shell reports the Monrobot is 100% accurate 
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DISTRIBUTOR 
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in calculating prices. Eventual acceptance of the 
system would enable Shell to substitute a periodic 
mechanical audit for the manpower-consuming 
price verifications (45 clerks) now used at division 
level. 

The machine recognizes the kind of product 
loadings, billing and inventory units, and makes 
all necessary conversions. 

It automatically computes all conversions of 
volume to desired degree-gallons on recognition 
of loading temperature. 

The Monrobot automatically computes and 
memorizes these things: sales gallonage by class 
of product, net change in inventory by class of 
product, cash and journal items. This data is 
printed out and punched into byproduct tapes on 
command. All accounts are automatically balanced. 

Data selected for automatic conversion to tabu- 
lating cards is automatically punched out on one 
tape. Cards show sales and returned-sales detail 
by customer and product, stock and inventory 
detail, and other information. 

It automatically punches out in a second tape 
the change in inventory by class, brand, viscosity, 
and container type and size. This tape is reproc- 
essed through the computor to post perpetual in- 
ventory and select the items that need replenish- 
ment. 





(Begins on page 109) 

Now under study is a technique whereby the 
data is centrally processed for all shipping points 
in order to improve production planning and 
scheduling in blending, compounding, drumming 
and shipping at supply points. 

Says Haslett, “This system is flexible enough 


to meet any organizational or communication like- 
lihood for the next five years, We worked with the 
full cooperation of the marketing department on 
this. Everybody concerned was in on it. We’ve 
come up with what we regard as a pretty good 
system—and one which anybody can use.” 


Here's a $150,000 Custom Computer 


Unlike Shell's compact unit, this massive brain has 3,000 buttons. 


Designed for British firms, it can process an order in 19 seconds 

















This system handles 100 telephone orders daily. It’s used at a British terminal with a throughput of 100,000 gal. daily 


THIS MASSIVE electronic brain is typical of 
many being used by majors to speed up and 
automate order-processing and credit operations. 
It is located in the Hertfordshire, England, depot 
of Shell-Mex and BP Ltd., the joint marketing 
company for Shell and British Petroleum. 

It is a new fully automatic order-processing 
system, which prints invoices and sales tickets 
within 60 seconds of the receipt of the customer’s 
order. 

Shell-Mex officials reported that errors are “zero” 


now that the initial debugging period has been 
completed. 

The marketing company spent $150,000 de- 
veloping the system, but says future models will 
cost less than a third of that. 

Throughput is 100,000 gal. of petroleum prod- 
ucts daily, broken down into 30 categories. About 
85% of the depot’s 1,500 customers order by 
telephone at the rate of 100 orders daily. 

As the telephone sales clerk receives the orders, 
she operates the input console housing 3,000 
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buttons. These are split into groups according to 
product ordered, customer identification, quantity, 
packing details, delivery dates, special instructions. 

As the appropriate buttons are pressed, a perfor- 
ated five-channel teletape is coded. Lights blink 
if any information is omitted. The average tele- 
phone order takes 15 seconds. The order tape is 
completed 4 seconds later. 

Automatically read, the tape prints out the sales 
ticket and customer invoice. Additional informa- 
tion comes from seven punched paper-tape stores 
using seven-channel tape. Five channels are used 
for normal letters and numerals, one for machine 
control, one for customer identification. Three 
stores are used for customer addresses, three for 
terms of trade, and one for product details. 

After locating printout details on the customer- 
address store, terms of trade store, and product 
store, both the sales ticket and invoice are simul- 
taneously printed. The sales ticket is complete with 
the customer’s map reference. 

Tapes relating to the order are held until the 
actual delivery is made. Then they are fed into a 
summarizer unit which totals the daily issues of 
each product and sorts the sales-ticket data into 
punched-card sequence for preparation of a stock 
summary to be sent to the divisional office. 

This system might be developed to include auto- 


Management 








r——~ PACKING CODE — BULK ——, -— PACKING 


o 


Panel controls product, quantity, packaging, delivery 


matic data transmission of each depot’s statistics 
to the divisional office, probably through central 
computers located at each divisional headquarters. 





Universal Credit Cards: Losing Steam? 


THE DRIVE by all-purpose credit- 
card companies to invade the oil mar- 
ket has lost much of its early momen- 
tum. This was the feeling expressed at 
the joint conference of the American 
Petroleum Credit Assn. and the Assn. 
of Eastern Petroleum Credit Mana- 
gers. 

J. W. Obenhoff of Shell’s Flushing, 
N.Y., division said the universal card 
companies are just beginning to face 
situations that are “old hat” to credit 
men. 

Amplifying this, Mr. Obenhoff said 
that “after the corporate and high in- 
come market had been exhausted it 
was necessary to dig deeper into the 
economic barrel to obtain the volume 
necessary to pay out. These accounts, 
of course, are harder and more ex- 
pensive to maintain. Delinquency is 
rising sharply . . . Studies have shown 
that 75% of card holders have more 
than one card, with delinquents using 
Diners’ one month, Carte Blanche the 
next, and Amex the following month. 
High operating costs and fraud are 
also big hurdles to overcome.” 

The big three in the all-purpose- 
card business lined up this way, said 
Obenhoff: 


e American Express claims good 
volume (750,000 members), but is 
still not too interested in oil accounts. 

e Diners’ Club, the oldest and most 
successful of the universal credit com- 
panies, is running well in the black but 
hasn’t made much headway in signing 
up majors. However, they have some 
individual stations on their lists. 

e Hilton has several big oil ac- 
counts and is pushing for more, but it 
reported a loss of $2.4-million for 
their first year of operation—a whop- 
ping $800,000 of it in bad debts. 

Some comments at the convention 
indicated a dim year for the all-pur- 
pose-card salesmen. 

One major-company credit execu- 
tive said, “Why should we let new- 
comers tell us how to run our credit 
business when they plan to do it at a 
higher cost than we do it now? Under 
their plan we'd also lose the brand 
identification we get through the use 
of our own credit card. We’ve spent 
a lot of time and money building up 
that customer loyalty, and it’s the only 
one we've got.” 

The idea of a universal petroleum 
credit card has met with similar ob- 
jections. G. H. Stout of Richfield Oil 
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read a letter from the board of direc- 
tors of Oil Services Credit Corp. in 
which plans for a universal oil card 
were said to have been canceled be- 
cause of the oil industry’s lack of in- 
terest (NPN—Oct. p72). 

W. H. Winters of Ashland Oil Co. 
summed up the concern of many oil 
credit men. He said delinquent ac- 
counts must be controlled or they will 
drive us into the finance business. 

William Swatzel of Phillips showed 
that the eight companies which had 
experimented with 1% to 1.5% 
monthly service charges on delinquent 
credit card accounts had gained “no 
appreciable improvement in the con- 
dition of accounts receivable” but had 
derived enough money from the 
charges to meet the cost of handling 
the overdue accounts. 

A questionnaire on centralization 
answered by most of the members of 
the APCA revealed that only seven 
oil companies operate on a completely 
decentralized basis as against 22 who 
are at least partly centralized. 

Of those with centralized account- 
ing offices, about half handled col- 
lections at the credit office, half at 
division or district office. 
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Approved: 


Heating for 
Service Stations... 


This Lennox OS6 STOWAWAY ® furnace is tied in with a Lennox 
self-contained air conditioner to supply both heating and cool- 
ing to the office area as well as heating to the service area. 


The Lennox OS6 Strowaway® furnace 
is not a converted residential furnace. 
It has been developed to do a heavy- 
duty oil or gas heating job from an 
out-of-the-way ceiling location. Every 
component of this rugged unit is Lennox 
engineered. The heavy stainless steel 
combustion chamber creates a perfect 
environment for clean combustion and 
adds important extra heating surface 
to the furnace body. Because it is not 
“‘buried”’ within the heat exchanger, this 
combustion chamber is not subject to 


Specifically designed for compactness, thrift and durability 


overheating which causes warping and 
burn-outs. It cools quickly when the 
burner shuts off to help prevent oil 
“baking” on the nozzle which, in turn, 
can cause maintenance problems. 
Whether you are planning service 
station heating for one location or hun- 
dreds, call your nearby Lennox office 
for complete information about Lennox 
heating and cooling equipment and serv- 
ice. Or, write Lennox Industries Inc., 
117 S. 12th Ave., Marshalltown, Iowa. 
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.. .with 


LENNOX 


Service 


The LENNOX 
National Accounts Team 
focuses al/ its heating and 
air conditioning know-how 
directly on your problem 


22 NATIONAL ACCOUNT SPECIALISTS 


OVER 200 FIELD ENGINEERS 


OVER 5,000 FACTORY-TRAINED 
LOCAL LENNOX DEALERS 


es 

Your Lennox National Account Specialist 
has the backing of an army of field engi- 
neers, service experts and factory-trained 
dealers. They work and train together with 
your satisfaction as the end result . . . to give 
you a permanent vacation from heating and 
air conditioning problems. This know-how 
team has the ready answer to your heating 
and air conditioning needs. 


Dont be satistied with less than 


LENNOX 


HEATING - AIR CONDITIONING 


IN HOMES IN CHURCHES IN SCHOOLS 
NOX INDUSTRIES INC, FOUNDED 1895 —— MARSHALLTOWN AND DE 
EW YORK. DECATUR, GEORGIA; FT. WORTH, TEXAS. SALT LAKE CITY AH. LOS ANGE 
— TORO 


MOINES WA MB 
' T Le AL 
X INDUSTRIES (CANADA) LTO. — TORONTO, MONTREAL. CALGARY, VAN VER NNIPEG 
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Stations 


Service-Station Building Permits, 
Third Quarter 1960 


(Valuation In $000) 


July August September 
State ~ We ar Val. No. 





New England........ 


Massachusetts....... 
Rhode Island........ 
Connecticut. . 


Middle Atlantic. 


New Jersey 
Pennsylvania. . 


East North Central... 
Ohio bh 
Rive ciescs 


|” Illinois 


” Michigan 

® Wisconsin 

West North Central. . 
Minnesota 


North Dakota 
South Dakota 
Nebraska 


South Atlantic 


District of Columbia. 


West Virginia 
North Carolina 
South Carolina 


Florida 
East South Central... 


110 
93 


1,276 
83 


84 
157 
952 


750 
41 
68 

166 

126 

172 


122 
55 


Pacific 2,076 148 
Washington 333 11 
Oregon 160 16 
California 1,494 120 

116 22 — 
oo | 


609 $9,501 787 $11,747 715 $10,045 


West South Central. . 


Louisiana 
Oklahoma 


Mountain 


Idaho.... 
Wyoming. 
Colorado 


lan’ 8iao 


= 


_ 
NVOwWoOL 


_ _ 
--$WNNAD 


Nevada 


Building permits are issued for all types of construction—remodeling, additions, 
repairs, etc.—and should not be construed as representing only new stations. No 
adjustment has been made for lapsed permits nor for time lags between issuance 
and the time of construction. 

Figures are on new basis, which relates to all permit-issuing jurisdictions that 
issued permits for 50 or more new dwelling units in 1959 (except in Alaska, Idaho, 
Maine, Mississippi, Montana, New Hampshire, North Dakota, South Dakota, 
Vermont, and Wyoming where coverage extends to all places that issued permits 
for at least 20 rew dwelling units). 

Source: Construction Statistics Office, Bureau of the Census. 
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€urrie Bros.’ new deal in tires includes a Seiberling franchise, which all of its stations prominently advertise 


How a Jobber Built a $400,000 


Currie Bros.’ tire plan is noteworthy for two reasons: It has built 
tire sales fast, and it’s just about as simple as any you'll see 


A NEW DEAL in tire sales was declared two years 
ago by Currie Bros., distributor of Norwalk 
petroleum products in Fresno, Calif. Tire sales shot 
up to $300,000 the first year and topped $400,000 
in the year just clos¢d. 

Here’s what the new deal consists of: 

e A Seiberling franchise. 

e@ Seiberling’s use of Currie’s warehouse for 
factory tire stocks. 

e A small but steady weekly tire-advertising 
program. 





Says Fred Currie, partner of Currie Bros.: ‘We convinced 
the dealers they have the first crack at customers’ 
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Currie’s warehouse carries factory stock of tires 





Tire Business 


e A new program of tire-sales training for deal- 
ers, with Seiberling’s help. 

e@ Long-term credit for dealer tire inventories. 

@ Tire-sales incentive plan for Currie people. 


How Sales Zoomed 


You can’t really prove which phase of the new 
program has been most effective, but there’s no 
question about the success of the whole combina- 
tion. 

Sales of Exide batteries hit $75,000 the first year 
and rose to $150,000 the second year. (Curries sells 
tires and batteries but no other TBA goods.) 

There’ve been other jobbers who’ve scored big 
TBA gains, but they’re almost always in the low- 
volume brackets, below $100,000 a year. You sel- 
dom find percentage jumps of this magnitude among 
the big-volume jobbers. For that matter, tire dealers 
who concentrate just on tires seldom achieve such 
wide gains. 
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Fast delivery from tire stock makes a hit with Currie Bros.’ dealers 


Currie’s tire-sales record, on the other hand, is 
just one part of a large oil-jobber operation. The 
major share of its $5.5-million annual gross comes 
{rom the distribution of some 18-million gal. of 
gasoline and half a million gallons of Quaker State 
oil through 1,000 reseller accounts (including 60 
Norwalk dealers) and about 1,000 commercial ac- 
counts. 

In Currie’s case, commercial accounts means 
mostly farm accounts. Currie salesmen sell just 
about half their total tire volume to farmers and 
ranchers in the six central counties of the San Joa- 
quin valley. It’s the kind of business that depends 
almost entirely on personal calls, and that’s where 
the incentive plan comes into play. 


How the Incentive Plan Works 


The salesmen not only earn their regular com- 
missions on tires, but they also share in the tire-in- 
centive plan equally with other employes. 

The noteworthy thing about the incentive plan is 
that it has stimulated such a big increase in tire 
sales. It has one other unusual feature—It’s just 
about the'simplest plan you'll ever see. 

The company sets aside 5% of all gross tire sales 





Tires-Batteries-Accessories 





Seiberling sales manager D. W. Cunningham gives a tire 
sales talk at dinner meeting for all Currie Bros. staff 


(Begins on page 116) 

above $200,000. At the end of the year the fund is 
split equally among all male employes. The only 
people not included are the office girls and the 
three principals, Fred and M. M. Currie and A. C. 
King. 

Fred Currie, spokesman for the firm, doesn’t 
claim the plan’s more effective because it’s simple. 
They just kept it simple to avoid paper work. 

In place of it’s former sporadic advertising, Cur- 
rie now runs a consistent weekly newspaper cam- 
paign. Dealers are mentioned in advertisements 
without charge and on a rotating basis that gives 
the largest dealers the most frequent placement. 

As is customary, Currie and Seiberling split the 
cost of local advertising. Occasionally, when some 
of the larger dealers offer to put up advertising 
money, Currie matches their funds. 


How Dealers Are Taught Selling 


Right at the outset of the new program, Currie 
salesmen found most of their dealers had all but 
given up trying to sell tires. Their general feeling 
was that the independent dealer is counted out be- 
fore he gets started, by chain-store and discount- 
house competition. 

An education program paid off when Currie 
dealers became convinced not only that tires have a 
place in the service station, but that major oil com- 
panies know what they’re talking about when they 
insist that tire sales can be directly related to gallon- 
age. 

With help from Seiberling, Currie dealers are 
coached on actual tire selling. They’ve been taught 
~ automatically to inspect customers’ tires when they 
drive in. They’re advised always to talk about safety 
at the start and leave price discussion until the end. 

“Even if you can’t sell the man a tire, you can 
make a friend,” says Fred Currie. 


Tires on Credit—Dealers were also taught that 
the profit margin on tires is wide enough to make 
credit sales desirable even if they only increase vol- 
ume a little. It’s easy to find credit sales in Cali- 
fornia where credit cards are widely used. It’s espe- 
cially easy for dealers selling Norwalk gasoline, be- 
cause Norwalk will accept sales on all credit cards. 

In addition, a Currie dealer can sell to anyone he 
thinks is a good risk. Currie will extend extra credit 
to the dealer for that purpose, if needed. But again, 
to keep it simple, Currie won’t enter into the trans- 
action in any way. The dealer is entirely on his own. 


Financing Dealers Inventories 


Fred Currie goes along with the theory that a 
dealer will close more tire sales if he has a good 
stock on hand. “We think it’s important that the 
tires be there at the stations,” he says. 

For a dealer who wants to lay in a stock, but 
hasn’t the capital, a separate tire-credit account is 
set up on the Currie books. There’s no interest 
charged, and no time is fixed for repayment. 

The effect is the same as if Currie put in a con- 
signment stock of tires, but here again Currie has 
worked out a much simpler arrangement. Unlike a 
consignment account, the dealer—not Currie— 
owns the tires, so Currie doesn’t have to make any 
periodic inspections of the stock. The dealer is 
solely responsible for what happens to the tires. 

Unlike a conventional dealer loan, there’s no ar- 
rangement for repayment by means of an extra gal- 
lonage charge. As Fred Currie describes the plan: 
“If we have a dealer who’s a potential for volume 
but underfinanced, we simply give him a representa- 
tive stock of tires. This can range from $500 to 
$1,500 in value. There’s no definite plan for re- 
payment, and in most cases the sum stays dormant.” 

As the dealer buys additional tires he pays in 
cash or on regular 30-day terms. So far Currie has 
about $10,000 invested in dealer tire inventories. 


How the Warehouse Plan Works 


Probably the most unusual feature of the ex- 
panded Currie tire-selling campaign grew out of the 
warehousing deal with Seiberling. Under that ar- 
rangement Seiberling stocks Currie’s warehouse as 
its own right on the premises. Currie continues to 
operate the warehouse with its own employes and 
has access to a $125,000 tire stock. The switch 
freed an estimated $40,000 of Currie capital for- 
merly tied up in smaller inventory. 

Memos of withdrawal from stock are mailed daily 
to Seiberling’s San Francisco office where a dupli- 
cate perpetual-inventory record is kept. The San 
Francisco office orders carload shipments of tires 
from Akron as needed. 

The effect of the larger warehouse inventory is 
hard to measure. Fred Currie thinks it has been a 
significant sales factor. Currie maintains a main 
warehouse and two branches. Dealers who may be 
short of a certain tire size can make a phone call 
and get a rush delivery in an average time of 15 
minutes, 
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By FRANK C. STURTEVANT 


How a union helps sales 
... Sidelines come of age 


TBA SALES at service stations in 
the metropolitan New York area 
ought to show a burst of new vigor 
shortly—and all because of help from 
an unexpected quarter. 

A union of service-station employes 
has negotiated with four dealer as- 
sociations a wage contract which ac- 
cepts an incentive plan in lieu of a 
wage increase. 

Individual dealers have the option 
of adopting the incentive program or 
granting a $2-a-week pay increase. 
The plan excludes gasoline and motor 
oil. A 50¢-per-tire commission is op- 
tional. 

On all other products and services 
the plan calls for a straight 5% for 
employes earning less than $63.75 per 
week. Employes earning more than 
that also get 5% for sales above a 
base quota of $75. 

The union contract could well ac- 
complish what oil companies haven't 
been able to do. Oil companies have 
persistently urged their dealers to 
adopt some kind of an incentive plan, 
but a majority of dealers are either 
afraid it will cost them money or just 
can’t face the paper work involved. 

Those dealers who do pay on an 
incentive basis usually find it works 
wonders. They get better men whc 
stay longer. Along with less labor 
turnover, TBA sales go up and the 
dealer’s profits improve. 

No wonder supplying oil companies 
are all for it. Maybe what the oil 
industry needs on the retail front is 
more and better unions. 


POne of the oil companies that uses 
Chek-Chart’s lubrication guides has 
circulated a special message to its 
dealers calling their attention to the 
tuneup and brake adjustment data 
which has been added to the guides. 

The message is a small thing, but 
let’s not pass it by unnoticed. It’s a 
sign of a great change. The com- 


with lube data in a step-by-step, easy- 
to-follow plan, and suggests that deal- 
ers can use the information to tap 
the good profits available in those 
fields. 


>The credit-card customers of an oil 
company recently received with their 
statements a small leaflet on the ef- 
fect of new spark plugs on gasoline 
economy. 


The leaflet (provided by AC Spark 
Plug) gives a table of dollars saved 
when new plugs are put in at 10,000 
miles instead of at more extended 
periods. It’s the kind of simple argu- 
ment that’s old to TBA men but per- 
petually new to car owners. 

There’s one thing lacking, though. 
Nowhere is there a hint that you can 
buy new plugs at the oil company’s 
service stations. 














SIMPLE AND RUGGED — All THE WAY 
VENTAF IL Portable Combined Fill, Vent and Signal 


VENTAFIL assures the efficient, safe and economi- 


cal filling of underground tanks having straight 
drops — regardless of the venting conditions 
encountered. 


The body design of VENTAFIL, containing the 
famous VENTALARM Signal, is extremely flexible. 
It comes equipped with the UNIFIL Adaptor UF49, 
but with its standard 1!/," pipe thread, can be 
used with any other suitable tight connection. 


VENTAFIL utilizes relief means in the whistle 
passage to control initial venting. This feature, 
with automatically operable relief in the adjust- 
able support, assures a loud, clear whistle, irre- 


spective of pumping speed. 


VENTAFIL incorporates two independent extruded 
aluminum passages. The first passage provides 
for the entry of the fuel into the tank and the 
second, or signal passage, provides for venting 
through the signal. 


Stop means is of simple, rugged design and re- 
quires no manual adjustment. VENTAFIL compo- 
nents are nonferrous to eliminate sparking 
hazards. 


Deep filling with VENTAFiL eliminates foaming, 
making it possible to stop cut-off of the whistle 
by rising foam. This feature enables filling to 
the proper level and increasing the average drop 
by 20 gallons or more. 


7. A disperser eliminates the filling impact on a 


concentrated area on the tank bottom. This fea- 
ture decreases the disturbance of sludge and 
other foreign matter and should result in reduced 
burner service. 


pany’s attitude reflects today’s indus- St SE ea SNA SMPANY 
trywide support of these two dealer | MELROSE 76, MASSACHUSETTS 
sidelines. IN CANADA: E. S, Gallagher Sales, Lid., 10 Halis Rd, Toronto, Ontario 

The message points out that the 


tuneup and brake data is shown along © 1961 SCULLY Signal Company (All names in Capitals are Trademarks of Scully Signal Company ) 
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Here’s Jenney’s new loading rack (arrow). Traffic moves one way, from top to bottom 


How Jenney Modernized Loading 


A pioneer in direct delivery, Jenney found its trucks getting too big 
for a 20-year-old rack to handle—let alone the bigger ones to come 


RAFFIC FLOWS MUCH FASTER through the 
Chelsea, Mass. terminal of Jenney Manufac- 
turing Co. since the loading rack was modernized 
over a year ago. A combination of larger, faster 
loading equipment with remote controls and a new 
traffic plan have brought these significant benefits: 
e Jenney gets more output from its own de- 
livery fleet. 
e Customers who haul from the Jenney termi- 
nal can move their trucks through with no delay. 
e Six men formerly needed to load trucks have 
been freed for other work. 
e Loading control is more precise, and records 
are more accurate. 


Why Jenney. Modernized 

The constant increase in the size of its own 
trucks was one big reason why Jenney manage- 
ment decided to invest in a new loading rack. Jen- 
ney was among the first to make direct deliveries 
to stations to cut gasoline delivery costs. 


By FRANK C. STURTEVANT 
Equipment Editor 


Docks have 4-in. Neptune meters, Wheaton loading arms 
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As the driver sees it, the five docks of the $500,000 rack mean faster loading, no jockeying or waiting in line 


at a Terminal 


For many years Jenney trucks operating out of 
the Chelsea terminal have hauled to stations as 
much as 100 miles away. To get the most out of 
direct deliveries, Jenney management believes you 
need the biggest trucks the law allows. 

Inevitably truck size outgrew loading facilities. 
The old rack was in good working order but it was 
built 20 years ago to load trucks on the order of 
1,500-2,000-gal. capacity. 

Even with flow rates beefed up to 400-425 gpm, 
the rack could no longer cope with last year’s 
trucks, let alone the still bigger ones the company 
planned to buy. Average size of Jenney tank-trail- 
ers in 1958 was 5,597 gal.; it went up to 5,725 
gal. in 1959; and scheduled additions to the fleet 
included 10 new aluminum tank-trailers ranging 
from 6,400 gal. to 6,700 gal. 

By using larger trucks, Jenney has been able to 
reduce the number of trucks units. Last year the 
Jenney fleet comprised 24 units with a total capac- 
ity of 142,000 gal. Today there are only 22 units 
with a total capacity of 139,000 gal. 


How Loading Has Improved 


Loading is so much faster at the new rack that 
even the largest of Jenney’s new tank trailers can 
now make two trips per day without running into 
overtime. 

“That means a total of 13,000 gal. for two trips 
with one of the new 6,500-gal. units,” points out 
Stevenson Corey, plant superintendent, “as com- 
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pared with only 9,000 gal. for two trips of the old 
4,500-gal. units.” 

Driver shift changes go off smoother too, without 
the pileups that used to occur, notes Corey. Very 
often drivers now check in well before the end of a 
shift and have enough time left to load a trailer 
and park it ready for the next shift to take out. 

Who Wants Speed—Loading delays tied up not 
only Jenney trucks but those of customers doing 
their own hauling. Many had trucks that the old 
rack could readily accommodate, but they got 
stranded anyway in the peak-period lineups. 

The so-called gypsy haulers especially like to get 
in and out fast because they get paid by the load. 
And some jobbers who haul from a considerable 
distance like to load at whatever hour of the night 
they get in. The new remote-control system now 
makes all-night service practical. 

While the jobber and peddler trade isn’t the 
major part of the terminal gallonage, it’s desirable 
business that Jenney wants to hold. And there’s no 
question that customers like speedy service. 


How the New Layout Speeds Traffic 


One of the features of the modernized layout 
that’s especially gratifying to plant superintendent 
Corey is the new traffic pattern. The entire land 
area has been blacktopped and another gateway 
opened into a side road at the rear end of the lot. 

Trucks now enter at one end of the property, 
move straight through the loading rack, and exit at 
the other end. The new entrance and exit pattern 
is now better integrated with the normal traffic flow 
on the main road that passes the plant. In addition, 
there’s now plenty of parking space at one side of 
the property where a line of Jenney trucks can 
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Bank of 30 registers in Jenney's terminal automatically records flow of product through meters at loading dock 


couple on to Kim Hotstart heating elements on 
winter nights. 

With loading operations under the complete con- 
trol of the dispatcher from inside his office there’s 
no longer any need to have men on the loading 
rack. The old rack required six men in constant 
attendance just to load the trucks of jobbers and 
other independent haulers. 

Those six men have been transferred to the 
Jenney fleet as drivers or assigned to other jobs. 
While that saving by itself isn’t the most important 
one, it’s an extra benefit from the modernized rack. 

No Free-Loaders—An important feature of the 
remote-control system installed at the Jenney rack 
provides positive loading control. Whenever a de- 
livery ticket is placed in printing position in one of 
the office registers it actuates a small switch 
mounted on the back of the register. 


The switch operates a solenoid pilot valve at the 
loading dock, which in turn opens a hydraulically 
balanced valve in the supply line. The process of 
printing the delivery ticket after the truck is loaded 
automatically reverses the cycle and closes the line 
valve. 

It can’t be opened again until a new ticket is 
placed in the register. Thus there’s a built-in safe- 
guard against a load slipping by without a ticket. 

Remote Control—As part of the modernization, 
a new glass-front dispatcher’s office houses the con- 
trol apparatus for all pumping operations. Main 
feature is a bank of 30 ticket-printing registers, 
each one connected to a corresponding register and 
meter at the rack. 


Loading starts only upon the dispatcher’s signal. 


When a truck is loaded the dispatcher transmits 
the printed ticket to the rack via pneumatic tube. 
One set of tubes serving the single rack set aside 
for peddlers uses oval-shaped containers because 
they are handier for holding money. 

The dispatcher can talk to drivers over an in- 
tercom system that can be switched at will to loud- 
speakers or to telephones at the end of each dock. 
“The bull horns are fine to tell a man when he can 
start loading, or to remind him to hook up the 
grounding connection,” Corey explains, “but it’s 
no good for talking about credit, or payments, or 
for telling Jenney drivers where to make deliveries.” 

The Human Element—No matter how complete 


a ; iupits is. oo 
Dispatcher in office uses pneumatic tube to send... 
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Each of five docks has six Wheaton 4-in. boom-type loading arms, three on a side 


your remote-control arrangements are, drivers can 
still waste a lot of time, often without realizing it, 
if they form the habit of coming inside to talk to 
the dispatcher. Corey takes the trouble to explain 
to the drivers why that’s not a good idea. 

He puts it on a safety basis. “It isn’t that we 
don’t want to see you,” is his typical approach, 
“but no dispatcher can keep watch of loading op- 
erations of this extent unless he’s free to concen- 
trate. As soon as you come in the door he must 
turn his back on the windows and registers to talk 
with you. 

“Sure, it’s only a few minutes perhaps, but in 
that time a driver may be waiting for his ticket, or 


. . . tickets and change to driver or peddler at rack 


January, 1961 * NATIONAL PETROLEUM NEWS 


Equipment 











Driver phones dispatcher from rack 


his change, or to start loading. Or he could be in 
trouble with the equipment and need advice or 
assistance. 

“It’s not only a source of delay, it’s dangerous 
for the dispatcher to try to carry on a conversation 
while trucks are loading.” 


Larger Pumps, Meters, Arms 

Each of the five docks has size 4-in. loading 
arms and meters, three on a side. That makes a 
total of 30 4-in. Neptune meters rated at 650 gpm. 
They replace 26 3-in. Neptunes with a rating of 
300 gpm that were used on the old rack. 

The 30 new loading arms are Wheaton 4-in. 


“a = 
_ 
STEVENSON COREY 
Terminal Superintendent 


‘Even the largest trucks can now make two 
trips a day. That means a total of 13,000 gal. 
for one of the new 6,500-gal. units, as compared 
with only 9,000 gal. for one of the old 4,500- 
gal. units.’ 





Equipment 


(Begins on page 120) 
boom type. (Characteristics of these arms are fully 
described in NPN—Sept. °59, p170.) 

Seven 2,000-gpm Ingersoll-Rand 6 RVL pumps 
have been installed. Six are driven with 60-hp 
motors, and one, for residual, with a 75-hp motor. 
The new pumps supplement eight old 1,000-gpm 
S5RVL and two 500-gpm 3RVL pumps. Pumps 
supply products through 10-in. lines crossing be- 
low a bordering highway, then overhead at the 
loading rack. 

Pumps are equipped with 6-in. check valves and 
1-in. bypass relief valves supplied by Combination 
Valve Co. 

Control System—The remote-metering system is 
a package supplied by Neptune Meter Co. Chief 
feature is a pair of electrically linked registers for 
each meter, one at the loading platform and one in 
the office. 

The two registers turn in unison by means of a 
pair of self-synchronizing electrical drive units 
coupled to each register shaft. The result is that 
both registers simultaneously record the flow of 
product into the tank truck. 


In a somewhat unusual step, Jenney has in- 
stalled Moeller dial thermometers on the wall in the 
dispatcher’s office. The thermometers provide a 
continuous, visible indication of the temperature of 
products as they are loaded. 

Primarily as a safety feature, a Gilbert and 
Barker static-grounding clip at each dock must be 
in place before loading can start. Signal lights let 
both the driver and the dispatcher know when the 
truck is grounded. 


The ground interlock also serves to block pilfer- 
age because it makes it impossible to bypass the 
meter. 

An additional safety measure is the Gilbert and 
Barker Safety Link system consisting of five link 
chains running above and across all the docks. 
The chains will melt rapidly under excessive heat 
and shut down all pumping operations. 

Design and construction of the new rack was in 
charge of William A. Gott, chief engineer (since 
retired). Gott retained Otto J. Sambach, P. E., as 
consultant. They provided a built-in reserve of 
loading capacity to cope with more and still bigger 
trucks in the future. 





e What’s Wrong With Oil Marketing—A _pro- 
vocative analysis by one of the industry’s most 
respected critics, economist Theodore Levitt. 2 
pages—25¢ R26 


e How to Buy a Heating-Oil Jobbership—Vital 
reading if you’re expansion-minded. 6 pages—S0¢. 
Reprint R25 


e Diversity: Seven Case Studies. A package of 
how-to-do-it studies on jobbers who have taken the 
diversification route—the new pattern for oil-job- 
ber growth in the Sixties. Tells what it costs, what 
to be beware of, what to expect from representative 
sidelines. 24 pages—$1. Reprint R23 


e Brand-New Guide to Jobber Estate Planning— 
Tailor-made for the independent distributor, but 
also valuable for the salaried manager or company 
representative. Packed with the latest tax-law facts. 
Sure to save you money, perhaps your business. 12 
pages—75¢. Reprint R22 


e New Insights into Pricing—Special report on the 
“inside” aspects of pricing, including three impor- 
tant new independent surveys. Helpful briefing 
materials for new men, field reps, and everyone 
interested in prices. 12 pages—75¢. Reprint R21 





NPN Reprints You Can Use in Your Business... 


e New Forces in Marketing: How They Affect 
You—A handy 28-page package of three exclusive 
reports on new competitive forces in the ’60s, 
published in NPN’s October, November and 
December issues. Tells how food and discount- 
house chains are getting into gasoline retailing, 
how to meet them, how to nail down your existing 
markets and build new ones. A must for every 
marketer. 28 pages—$1. Reprint R20 


e How to Figure Gas vs. Oil Cost—A simple and 
lucid explanation of how to figure whether natural 
gas or oil is cheaper in your area. A vital sales 
tool. 2 pages—25¢. Reprint R15 


e Nine Ways to Outsell Gas Heat—All the am- 
munition heating oil men need to strike back at 
their toughest competitor. 4 pages—25¢. Reprint 
R10 


e How to Sell Your City Council on a Permit—A 
step-by-step plan showing how to use available 
local statistics to prove stations are safe. 4 pages 
—25¢. Reprint R9 


Please order reprints by number. Prices quoted are 
for single copies; quotations for bulk orders avail- 
able on request. Write Reader Service Dept., Na- 
tional Petroleum News, 330 W. 42 St., New York 36. 
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How Oil-Equipment 
Jobbers Can Sharpen 
Their Selling Efforts 


Charles Spencer (right) of Gates Rubber Co. tells about 
his company's two-point program: (1) grading accounts’ 


profitability and (2) going after the most promising 


ROFITS for distributors come only from those 

customers who buy a broad range of goods and 
services, reports Charles Spencer, field sales man- 
ager, Gates Rubber Co., Denver. It follows there- 
fore that distributors should concentrate on those 
customers with the widest needs. 


Spencer presented the results of a study to the 
St. Louis convention of the National Assn. of Oil 
Equipment Jobbers. 

In order to arrive at such a conclusion, Gates 
first had to allocate jobber costs to individual cus- 
tomers. They used four logical costs groupings: 
Overhead was allocated on the basis of total pur- 
chases, outside sales costs on the number of calls, 
transaction costs on the number of invoices ren- 
dered, and delivery costs on the number of de- 
liveries made. 

Some two million IBM calculations were then 
made on a year’s invoices of a typical jobber. The 
results showed that about half the jobber’s ac- 
counts were profitable, while half were not. 

Working from the figures thus obtained, Gates 
made a series of comparisons among similar ac- 
counts of like size and needs. From the conclusions 
grew the Gates plan for improving jobber profits. 


How Gates’ Plan Works 

The recommended program begins with a break- 
down of accounts for efficient solicitation by per- 
sonal calls and by telephone. Essence of the plan 
is a formula for giving each account a dollar rating 
based both on present and potential business. 

The formula also calls for setting a dollar value 
on personal calls, and for concentrating personal 


NEW PRESIDENT 
tional Assn. of Oil Equipment 
Jobbers is E. O. Habhegger, of 
Philadelphia. Once eastern district 
manager for Hei 
formed his own company in 1927. 


calls on those accounts that are worth a minimum 
of six calls per year. “Our research has convinced 
us that six calls per year is the minimum practical 
frequency,” said Spencer. 


Do Jobbers Perform a Function? 
Oil-equipment jobbers have a right to adequate 

compensation if they take over a significant part of 

marketing, said Dr. Henry Bund, vice president, 


The Research Institute of America Inc. 


But a manufacturer can seldom find fully quali- 
fied distributors for all products in ali areas, said 
Bund. As a result, he has to take on the less 
capable and make many diverse arrangements. 

Even so, it’s not practical to set up discount or 
commission schedules to reflect all the differences 
in distributor function, he said . 

This may seem unfair to some, but “over the 
long run it tends to level out,” Bund explained. 
“The selling agent who fails to assume some func- 
tions may compensate by taking on a much larger 
share of others.” 





New NAOEJ Officers 


NAOEJ elected these new officers: President, E. O 
Habhegger (see below), partner, E. O. Habhegger 
Co., Philadelphia; vice president, Horace R. Tuller, 
president, Tuller Corp., Columbus, Ohio. 

The directors appointed Roy Ratcliff, Willborn 
Bros. Co., Amarillo, treasurer; and reappointed 
Howard Upton, executive secretary. 

The manufacturers’ committee also elected a 
new chairman: George Hubbard, Lincoln Engi- 
neering Co., St. Louis. 











of the Na- then coming out with meters. Lines 
added later included truck pumps, 
lifts, and compressors. 


Habhegger, often called “Hob- 


tank trucks, by”, of the Pennsylvania Petro- 


leum Assn., the Oil Heat Council 


In those days 90% of the oil of Philadelphia, Rotary Club, 


equipment business consisted of 
gasoline-dispensing 
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University and Union League of 


pumps, just Philadelphia. 
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WHAT’S 
NEW 
IN 
EQUIPMENT 





Mobile telephone 


. .. using two-way dialing is presented in 
G-E Bulletin ECR-801. Shows General 
Electric Secode dial radio-telephone 
equipment said to give service identical 
to wire line service. General Electric 
Communication Products Dept., Lynch- 
burg, Va. 


Check .valves 


. . . feature low pressure drop because 
disc swings out of flow passage. OPW-16 
series have removable side-caps for easy 
servicing, and compensator rings that 
automatically positions disc for full seat 
contact. OPW Corp., 2735 Colerain 
_ Ave., Cincinnati 25, Ohio. 





Coin car-washer 


; has timing device allowing 15 
minutes for each wash. Two quarters 
inserted in coin meter trigger solenoids 
controlling flow of water and detergent. 
Manufacturer provides 6-ft., 3-color sign 
as part of a promotion package. Wash- 
mobile Corp. of New Jersey, 1010 Hud- 
son St., Union, N.J. 


126 


Angle check valve 


. is a 1¥%-in. extractable unit with 
triple connections. The No. 410T has 
2-in. inlet and outlet openings and 
screws directly into any 3%-in tank 
opening. Saves on cost, space, and in- 
stallation time. Universal Valve Co., 
P. O. Box 444, Elizabeth, N.J. 


Starter switch 


. . « gives remote control of both starter 
and ignition, permitting mechanic to 
start, run, and stop engine at will from 
any point outside the car. Saves time in 
setting points or dwell angle, testing 
compression or checking fuel-pump out- 
put. Simpson Electric Co., 5200 W. 
Kinzie St., Chicago 44, Ill. 


Weather computer 


. is an aid to heating-oil scheduling. 
New device includes a fuel-use totalizer 
which continuously indicates gallonage 
consumed by all customers over a selected 
period of time. Comparison of gallons 
consumed with gallons delivered shows 
whether deliveries are ahead or behind. 
HBR-Singer Inc., N. Plainfield, N.J. 


Flare kits 


. in two models, one bracketed and 
one boxed, are said to meet ICC and 
state regulations for oil-burning flares 
and are U.L. approved. Leakproof and 
tested to withstand 45 mph winds, they ¢ 
burn brightly in rain or snow. R. E. 
Dietz Co., 225 Wilkinson St., Syracuse 
Oe hae x 


Full-flow check valve 


. . . consists of valve body and % union. 
Valve body is screwed directly into pump 
casting while % union attaches to in- 
coming pipe, making it unnecessary to 
cut into pipe on existing installations. 
Universal Valve Co. Inc., P.O. Box 444, 
Elizabeth, N.J. 


Line strainer 


. . is designed to be used in an extrac- 
tor assembly if desired. Female-threaded 
top takes 3-in. pipe for connection to 
surface. Easily removed gasketed cap 
provides surface seal. Oversize screen 
area permits full flow. Universal Valve 
Co. Inc., P.O. Box 444, Elizabeth, N.J. 


Inspection ladder 


. of nonsparking aluminum designed 
for tank-truck use, extends from 8 ft. to 
13 ft. Fitted with automatic locks, rope, 
and pulley. Locking chain and platform 
guard rail are hinged across the front. 
Aluminum Ladder Co. Specialty Ladder 
Dept. 539, W. Darlington St. Ext., 
Florence, S.C. 


Brake-shoe clamp 


. .. for use on Ammco No. 2000 grind- 
er, is a modernized version of No. 4140. 
New design handles shoes for Bendix 
nonadjustable anchor brake with 9-in. 
drums, as used on Corvair, Falcon, 
Valiant, Comet, and Rambler, Conver- 
sion kit als@ available for existing 
clamps. Ammco Tools Inc., 2100 Com- 
monwealth Ave., N. Chicago, Ill. 
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Gen-reg bench 


. is said to enable station operators 
to go into generator-regulator testing for 
one-third the former cost. Present own- 
ers of manufacturer’s volt-amp tester 
can use their equipment to test circuits 
on the new gen-reg bench. Beach may 
also be acquired with portable tester at 
low cost. Allen Electric & Equipment 
Co., 2101 N. Pitcher St., Kalamazoo, 
Mich. 


Quartz-iodine floodlight 

. . + IS a compact, high-intensity, 500- 
watt unit with 10,500-lumen output that 
measures only 9%g x 9% x S%@ in. 
Finned, cast-aluminum alloy housing has 
fuse in mounting arm. Guardian Light 
Co. Dept. NN-4, 500 North Blvd., Oak 
Park, Ill. 


Tuneup kits 


. containing hand-held tuneup tools, 
are Offered in a series of eight combina- 
tions aimed at needs of service stations. 
Kits range from a basic mechanical kit 
at $54.85 to a complete tuneup center 
in a white castered cabinet. Kal-Equip 
Co., Oswego, Mich. 


Detection paste 


; . reacts to water in fuel-oil and 
gasoline tanks. Applied to dip stick, 
Testmaster paste turns red up to water 
line or retains original greenish color 
if no water is present. Packaged in 3-oz. 
tube. Stewart-Hall Chemical Corp., 222 
Washington St., Mt. Vernon, N.Y. 


ae 


Equipment 


Aluminum tank 


. . . for petroleum transports is said to 
have greater resistance to strain because 
of a new design that requires 32% less 
welding. All components are secured 
with a new “Heilock” construction. 
Range of capacities: 5,500 to 9,500 gal. 
The Heil Co., Milwaukee 1, Wis. 


Water gage 


. and sampler consists of a clear, plastic 
tube, insoluble in gasoline, and a simple 
poppet valve at the bottom, with a plastic 
valve body. Can be attached to any stand- 
ard gauge pole by means of two screws. 
Universal Valve Co., PO Box 444, Eliza- 
beth, N.J. 


Air compressor 

. is a new, 2-stage, 8-hp unit designed 
for mounting on light service trucks. 
Comes equipped with gasoline engine, 
fuel tank, and centrifugal unloader for 
loadless starting. Electric starter option- 
al. Saylor-Beall Manufacturing Co., St. 
Johns, Mich. 


= nay 
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Low-Cost Aluminum Prefab 


OPERATOR’S OFFICE and two restrooms of aluminum and glass are the 
only enclosed areas in this new prefabricated service station. Infrared ceiling 
panels and styrofoam insulation provide for winter comfort. A $5,100 price tag 
is placed on the basic unit by the manufacturer, Unifab Corp., 6222 W. Capitol 


Drive, Milwaukee, Wis. 
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BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 
Your Pumps ay 2 ] 2 
wT 10% 
wh SDs 


TELLS THE 


TAX 





LARGE SIZE 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
suckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 








EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Facto: Representative AF 
Westi use, O.P.W., Lincoln 
Neptune, Huffman, Goodrich, 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 





MISSOURI 


Lashoy rwwes' 


Forevery size consumer- 
commercial account. 
AIRTHERM MANUFACTURING (0. 


P.0. Box 7039, 700 S. Spring Ave. 
St. Levis, Mo. 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write Today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St. 
New York 36, N. Y. 




















Equipment People . . . 





A. B. Carmitchel, 
manager of con- 
struction and main- 
tenance for Stand- 
ard of Ohio, is the 
new chairman of 
the operations and 
engineering 
committee of the 
American Petrole- 
um Institute. A spe- 
cialist on highway 
problems, Car- 
mitchel has acted 
as liaison man for the oil industry with 
national organizations of state highway 
offickals, and is currently chairman of the 


Carmitchel 


service-station ingress and egress sub- 
committee. 
« 

Burton H. AIl- 
den has _ been 
named assistant 
sales manager of 
Farrell Manufac- 
turing Co., truck- 
tank manufactur- 
er of Joliet, Ill. 
Alden was gradu- 
ated from North- 
western Universi- 
ty in 1955 and 
from Harvard 
Business School 

in 1959, He was at one time employed 
by Owens-Corning Fiberglas Corp., To- 
ledo, and subsequently served two years 


Alden 


METER KIT 


for gravity flow tanks 


TOKHEIM MODEL 697G-SC 


builds consumer business 


Accurate - Reliable - Long-lived ! 


Today— more than ever—con- 
sumer Customers need figures on 
fuel consumption. With this 
Tokheim meter kit they can have 
them, even if fuel is drawn by 
gravity. Already in great demand 

y farmers and industrial users, 
the 697G-SC Meter Kit counts to 
100 gallons per delivery, registers 
to 100,000 gallons on an easy-to- 


SYMBOL OF EXCELLENCE 


OKHEIM 


read horizontal counter. It has a 
capacity of 15 g.p.m., is easily 
installed and disassembled, 
has strainer screen, calibration 
adjustment, and fits either 1” or 
¥%," openings. Accurate, reliable, 
long-lived. Meter is listed by 
Underwriters’ Laboratories. 
Guaranteed. See your Tokheim 
representative today! 


Write for literature. 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Avenue 


Fort Wayne 1, Indiana 





METERS 


Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 


in the U. S. Navy. He joined the Farrell 
staff upon completing his work at Har- 
vard. 


Jobber Aids Due 


OIL JOBBERS and consignees will 
be the principal beneficiaries of a 
series of projects soon to be complet- 
ed by the operations and engineering 
committee of the American Petroleum 
Institute. 

The first is a guide for designing 
bulk plants and terminals aimed pri- 
marily at the needs of jobbers and 
consignees. To be known as API 
Bulletin 1604, the guide is now under 
final review by P. W. Engels, special 
consultant for the API marketing 
Division. 

The committee expects to follow up 
with a similar guide on warehouse 
design written especially for use by 
jobbers and consignees. 

Jobbers and consignees can also 
make good use of a series of book- 
lets, the first of which will soon be off 
the press, dealing with all phases of 
tank-truck deliveries. A deliveries sub- 
committee, with H. L. Hinchcliffe, 
Shell Oil of Canada, chairman, is 
preparing standards of practice under 
nine subdivisions, including driver se- 
lection and training, truck garaging 
and maintenance, chassis and tank 
selection, drivers’ paperwork, meters, 
hose and fittings. 


‘Education Week’ for 
Oil-Equipment Men 


IN DECEMBER, Emil Georg of At- 
lanta, who is a manufacturer’s agent 
for a group of oil-equipment com- 
panies, sponsored his second “Short 
Course in Sales Management” at the 
University of Georgia, Athens, Ga. 

Everybody in the _ oil-equipment 
business holds sales meetings, but this 
is the only one presented as a full 
week of education at a university. 
The sessions brought together all sales 
representatives who handle the Emil 
Georg lines in the Southeastern 
United States. 

The salesmen heard discussions of 
products and how to sell the oil- 
equipment market by teams of spe- 
cialists from each manufacturer. 
Among them were these chief sales 
executives: F. A. Johnson, Balcrank; 
David R. B. Robson, Keystone Com- 
pressor; G. B. Richards, OPW Corp.; 
Huston Brown, Joyce-Cridland; E. J. 
Caspers, Guardian Light; and S. K. 
Makemson, Bennett Pump. 
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Low-cost tire changers 


in two new air-powered models, 
feature an improved bead breaker said 
to free beads instantly; a self-adjusting 
guide finger for quick alignment of bead- 
breaker shoe; off-center guide ramp; and 
extra-heavy center column. Model 58DM 
with mechanical hold-down is said to be 
particularly suitable for outdoor installa- 
tion even in extreme climates. May Bros. 
Mfg. Co., 21300 Eureka Rd., Taylor, 
Mich. 


Wheel balancer 


. . . for off-the-car work has a chrome- 
plated cone and leveling plate, with a 
large, bubble-type indicator. Sharply de- 
fined cross-hairs are shielded in a re- 
cessed cap. Occupies less than 2 sq. ft. 
of floor space. Weaver Manufacturing 
Div., Dura Corp., 2100 S. 9th St., Spring- 
field, Ill. 
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Vending shelter 

. . for housing cigaret, soft-drink, and 
candy vending machines outside of the 
station. Has a door that rolls up out of 
sight. Features are a slim design that fits 
into many locations and a high-visibility 
billboard. Units can be combined with 
Patten tire display racks. J. V. Patten 
Co., Sycamore, Ill. 








Tread-gauge 

designed especially for simplified 
customer reading is calibrated by per- 
centages, based on normal 1%4p»-in. trend 
depth for premium and 100-level passen- 
ger tires. Gage is graduated in 10 per- 
centage points and gives a direct reading 
in terms of tread used. Dill Manufactur- 
ing Co., 700 E. 82nd St., Cleveland 3, 
Ohio. 


Three truck batteries 


. have been added to the Prest-O-Lite 
line. Two are 6 volt and the third is 
12 volt. All three are heavy-duty bat- 
teries with a 48-month warranty, and 
offered in either wet- or dry-charged 
state. Electric Autolite Co., Toledo 1, 
Ohio. 


NEWS 


Tires-Batteries-Accessories 





TBA Literature... 





Filter selling 


. combined with oil selling is the 
subject of a booklet called “Facts About 
Filters.” Booklet contains sales and ser- 
vice tips including arguments to use on 
customers who are inclined to postpone 
necessary service. Purolator Products 
Inc., Rahway, NJ. 


Electrical handbook 


. . . 1960 edition, gives the necessary ad- 
justment and test specifications on start- 
ers, generators, distributors, and regu- 
lators, with all data listed by make and 
unit model number. Price of the AEA 
Electrical Specifications Handbook is 
$1.25 per copy from Automotive Elec- 
trical Assn., 16223 Meyers Rd., Detroit 
35, Mich. 


Compact tires 


. and their servicing problems are 
the subject of the fourth in a series of 
Big Four Fact Folders. According to 
manufacturer, compact cars have now 
been out long enough to account for 
significant volume in tire service. Big 
Four Industries Inc., Foster, Ohio. 


Meeting guide 


. written especially for jobbers, deals 
with the planning and operation of meet- 
ings with retail dealers, including a check- 
list, and analysis of pitfalls, recommen- 
dations on meeting places, publicity, reg- 
istration, follow-up, and costs. Price 
$1.50. Delaware Engraving and Litho- 
graph Co., 2500 N. Walnut St., Muncie, 
Ind. 


Tuneup charts 


include the latest engineering 
changes and specifications for 1960- 
model passenger cars. Includes factory 
specifications and standards of adijust- 
ment, as well as wiring-diagram booklet. 
Price $3.00 for series of 39 charts 
from Automotive Electric Assn., 16223 
Meyers Rd., Detroit 35, Mich. 


TBA Suppliers . . . 





After a two-year trial of weather fore- 
casts provided by Krick Associates Inc., 
Denver, Union Carbide has set up a 
program for putting cold-weather warn- 
ings in the hands of all Prestone sales 
representatives. They will check on deal- 
er stocks before cold weather is due. 


© 

United States Rubber Co. says it will 
open 10 company-owned stores in the 
San Francisco-Oakland area this year. 
First outlet is said to be scheduled for 
opening early this spring. 


*° 

Canadian Tire Corp. Ltd., operator of 
a chain of retail outlets in Ontario, is 
understood to be planning 23 new serv- 
ice-station, tire-store combinations for 
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TBA 


this year. A. J. Hilles, president of Ca- 
nadian Tire, refused to confirm any plan 
to increase the present three gasoline 
outlets, but MacLean Building Reports 
said early in December that eight out- 
lets are planned for metropolitan Toronto 
and 15 more for such centers as Oshawa 
and Bramphon. 

Canadian Tire sells its own house- 
brand gasoline at about 1¢ per gal. under 
the 39.9¢ gal. price generally prevailing 
at major-brand stations in Toronto. 

@ 


TBA People . ... 


James B. Lightburn, Purolator vice 
president, has been appointed vice chair- 
man of a marketing committee set up by 
the Motor and Equipment Manufacturers 
Assn. to study industry marketing prac- 
tices. 





~ 
G. R. Finley is the new customer- 
service manager at Pennsylvania Rub- 
ber’s tread-rubber plant at Paris, Tex. 
He succeeds P. B. Field who has ad- 
vanced to sales operations manager at 
the home office in Mansfield Ohio. Fin- 
ley was formerly factory-zone division 
service sales manager at Mansfield. 
e 


SAYS “ (sr) HERE...J| FOR SERVICE” DLAs vecas 


COMPCO 
CANTILEVER 
ADJUSTABLE POLE ADAPTORS Li G HTS 


Threaded on Top , ALL ALUMINUM CONSTRUCTION 


for re 


Lighting 





a 7 e Do make sales... because they 
Legs, focus customer attention on 
. <C & | your station and create traffic. | Vernon A. Bellman (left), American 
e Do give more light... because | Petroleum Institute vice president and 
Compco engineered luminaire | new head of its marketing division, teams 


: up with W. W. Barnes (right), Mobil’s 
design offers more powerful and West Coast TBA manager, at a Las 


c ij better light over wider areas. | Vegas dealer meeting. Between them is 
ae 





Weight of Luminaire is Rigidly Sup- 
ported by Sturdy Load Bearing 
Hub Supports. 


Single Mode 
No. 1711 





Double Model 


No — 1G P Be Do offer maximum versatility a replica of an unusual door prize, an 
° 4 


International outdoor tire-display rack, 
and economy. Can be used for offered jointly by Mobil and Three Star 


island, perimeter and approach Sales Corp. 


Adjustable Door for Easier Wiring lighting. } * 


Each Arm 
Individually J Access 


Dean O’Hollaren 
has been named 
manager of nation- 
al-account sales for 
Du Pont’s No. 7 
line of polishes and 
other automotive 
specialties. O’Hol- 
laren has been as- 
sociated with Du 
Pont chemical spe- 
cialties for more 
. than 20 years, most 

mee iii O’Hollaren recently as a spe- 
| cialist in service-station distribution. He 
COM PCO | has been stationed successively in Wis- 
CORPORATION consin, Illinois, and Pennsylvania. 
1800 N. Spaulding +» Chicago 47, Illinois e 
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ETCHED LIGHTERS are made and im- 
printed in Japan. There are no die or art 
charges. Usual production time is nine 
weeks. Etching is in any combination of 
color. Price on orders from 100 to 499 
is 95¢. Rosen Enterprises, 175 Fifth Ave., 
New York 10, N. Y. 
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INFLATABLE “ATTENDANT” is made of 
durable plastic. Base is weighted to 
keep the figure erect. Approximate price 
on above figure is $1.15, but depends 
on design. Alvimar Manufacturing Co., 
1881 Park Ave., New York 35, N. Y. 


PLASTIC MINIATURES are a good draw- 
ing point for the kids—or for use in a 
sales promotion. Shown above are a 
battery ($40 per 1,000), pump ($65 per 
1,000) and battery filler ($27 per 1,000). 
Minimum order is 50,000. Merry Manu- 


facturing Co., 531 N. Wayne Ave., Cin- 
cinnati 15, Ohio. 


SHOPPING BAG is made of colorful vinyl 
strings. It folds into a compact case 
which can be imprinted. Price on orders 
of 5,000 or more is 742¢. Without the 
case, the bags are 2¢ less. Plasta-Seal 
Co., 619 W. 130th St., New York 27, 
1, ae 


WIRE WHISK can be used for clothing 
or upholstery. The 9-in. brush has three 
rows of brass bristles. Boxed individual- 
ly, they are priced at $4.95 a dozen in 
bulk orders. Easy Day Manufacturing 
Co., P. O. Box 747, Brookline 47, Mass. 
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ROAD ATLASES are available in a stand- 
ard and deluxe edition. Standard edition 
is priced at 72¢ on orders of 1,000 cop- 
ies, including a three-line imprint. The 
deluxe edition (with a gold-stamped 
three-line imprint) is priced at $2.40 on 
an order of 500. Rand McNally & Co., 
405 Park Ave., New York 22, N. Y. 


PLASTIC INITIALS are made of gold-col- 
ored Mylar. A package of 98 is priced 
at 50¢ in bulk orders. The initials will 
stick to leather, metal, plastic, wood, 
paper, or glass. Imperial Monograms 
Inc., 150-26 Hillside Ave., Jamaica 32, 
) i & 


PENCIL is lighted by standard flashlight 
batteries so it can be used for writing 
in the dark. A package of lead refills is 
included. In orders over 500, price is 
$11.94 per dozen. Nason Trading Co., 
303 Fifth Ave., New York 16, N. Y. 
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Premiums 


ASHTRAYS are made of bakelite in a 
wide variety of colors. Price is $1.80 
per dozen in quantities of 1,000 or more. 
Polyethylene “header” bags are avail- 
able at no extra cost. Arway Manufac- 
turing Corp., 1041 Utica Ave., Brook- 
hn 3, N.Y. 


CANDY SAMPLE comes in either five- 
flavor or peppermint pack. Sales mes- 
sage is imprinted on the wrapper. De- 
livery time is 6 to 8 weeks. Ordered in 
bulk, prices average less than 2¢ per 
pack. R. Frank, Advertising Specialties, 
253 Center St., Williston Park, Long 
Island, N. Y. 


SEY OF GLASSES comes with a brass- 
plated carrying caddy. The eight tum- 
blers are made of sturdy plastic. Or- 
dered in bulk, the sets are priced at 
$16.80 a dozen. Artistic Wire Products 
Co., Taftville, Conn. 
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FIRST AID BOOK is designed for family 
use and has a special emergency index 
system. Spiral binding keeps the book 
open at a selected page. Price is $1.50 
retail, but a discount of 50% is avail- 
able on bulk orders. Meredith Publishing 
Co., Des Moines 3, la. 


SHARPENING STONE comes complete 
with an imprinted leather case. It makes 
an appealing item for the hunter, fisher- 
man, and do-it-yourself man, as well as 
the housewife. Size is 4% x 1% in. 
Price on 1,000 is 39¢. Advertisers Pub- 
lishing Co., 944 Wall St., Ann Arbor, 
Mich. 


KEY TAG helps keep track of miles trav- 
eled per gallon. Back of dial allows 
space for 5-line imprint. Price is 19¢ 
on orders of 1,000, lower on larger 
orders. Art-Mold Products Co., 75 Ox- 
ford St., Providence 5, R, I. 
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and Sense... 
why it pays 
to build the best 
service station 


LUSTERLITE Service Stations 
sometimes cost more than other con- 
struction—but you get direct cash 
returns on this additional investment. 
Here’s how you figure it: 

1+ Assume your LUSTERLITE 
Station will cost approximately 
$2500 more. 
You write this $2500 off over 
25 years—charging off $100 per 
year. Of this amount, you 
actually save 52°; in federal 
corporate income tax...or $52 
per year. 
In addition, you should save 
$400-600 a year in normal 
painting expense. If this saving 
is only $400, it increases your 
earnings (before taxes) by that 
amount —a net increase in profit 
(after taxes) of $192. 

4+ Net savings: $52 plus $192, or 
$244 per year. 


In other words, you get your addi- 
tional investment back in 1014 years, 
and in the remaining 1434 years you 
save an additional $3600—a total 
return of $6100 for that additional 


$2500. 
, And don’t overlook this: 


LUSTERLITE gives you clean, mod- 
ern appearance that attracts custom- 
ers and dealers...a lifetime finish in 
your own colors, in various textures... 
all-steel construction for strength, 
permanence and non-combustibility 
...shortest construction time, to put 
you in business faster. 

Get LUSTERLITE's price for your 
building. Then check these figures 
against your own costs. You’ll see 
that your investment dollars do make 
good business sense... when you 


o*” LUSTERLITE 
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. 
builds your business. Quality of products... 


quality of service...and the quality impression you make. LUSTERLITE Por- 


celain Enameled Steel Service Stations guarantee that quality impression. 
Bright and sparkling. Never need painting. Easy and inexpensive to clean. Any 


colors, many textures. Bring first-time customers in...bring “regulars” back. 


o*” LUSTERLITE 


PORCELAIN ENAMELED STEEL SERVICE STATIONS 





CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 





with 
RIVERSIDE 
Masterbilt Uniforms 
%\ QUALITY is more 


than a word 


aly 


<I 


Quality, constantly checked, year in, year out, is the foundation on which 
RIVERSIDE created its business 50 years ago. Quality in fabrics ...in styling 

... in every line and stitch of fine craftsmanship. Always keeping in step 

with the times, our only changes have been forward steps —improvements. 

These are reasons why so many of the proud names of industry have 

been RIVERSIDE customers over the years. 


With RIVERSIDE, quality of service means prompt handling of 

all orders... prompt follow-through in every 

department... thorough consideration of customers’ 

needs. Final link in the marketing chain is your 

service personnel, correctly outfitted in RIVERSIDE Quality 

Uniforms. Presenting your product in its best light they are Sy 
also more comfortable on the job, look better, are happier, Wee? 


RIVERSIDE 


Business Uniforms 


more efficient. 


Start 1961 right! Let us confer with you regarding a business 
uniform program specifically planned for your sales, your service! 


RIVERSIDE MANUFACTURING CO., MOULTRIE, GA. 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Oil companies are looking for—and finding—new uses for 
what were formerly considered byproducts of the refining process. Some may have 
possibilities for established oil marketers . . .... page 137 


Market Outlook: Manufacturers and large resellers of liquefied petroleum gas are 
looking hard at their price schedules. Some changes seem to be coming soon. Watch 
first for feeler price moves 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand . 
Market outlook .... 


Market barometer ; 
Key crude oil prices ....... 
Refinery/terminal prices 
STATISTICS Tank-wagon prices ....... 
Petroleum indicators ae Prices in 55 cities .... 

State gasoline consumption i NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 
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NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 
Dec. Nov. 
19607 1960 


Gasoline 

(regular) 11.92 11.94 
Kerosine 11:25 11.26 
Distillate 8.82 8.84 
Residual 5.01 5.01 
4 principal 

products 9.35 9.36 
Lube oil 24.47 24.47 


Crude at well 


($ per bbl.) 2.88 2.88 2.84 


*Weighted average price, princi- 
pal markets. Crude prices middle 
of month, not monthly average. 

tThrough Dec. 9. 








* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 
Kerosine (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 


« 


December 1960* 
187,136 
35,353 
167,038 
48,820 
238,291 


November 1960 December 1959 
187,431 187,115 
36,959 26,817 
173,526 151,030 
49,188 53,261 
237,643 257,129 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,877 7,902 8,143 
Foreign crude included (thous. bbl. daily) 1,003 992 1,016 
% of refinery capacity operated 79.6 80.7 81.4 


Refinery Output 
Gasoline (thous. bbl. daily) 4,119 4,022 4,188 
Kerosine (thous. bbl. daily) 413 430 385 
Distillate fuel oil (thous. bbl. daily) 1,839 1,851 1,939 
Residual fuel oil (thous. bbl. daily) 953 862 1,007 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


7,193 
1,028 


7,115 
1,084 


6,970 
1,022 


*Hawaii included beginning March 1960. 
tThrough Dec. 9, except crude stocks Dec. 5. 
**Includes commercial jet fuel beginning March 1960. 
ttIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month 
5,627 (Sept.) 6,027 
21.51 (Dec.) 2131 
1,512 (Oct.) 1,478 1,462 
5,635 (July) 5,691 5,760 

611 (Oct.) 378 524 
61 (Oct.) 66 82 
5,366 (Oct.) 5,749 6,019 
2,698 (Sept.) 2,550 2,889 
46.6 (Aug.) 34.9 65.4 


Year Ago 
5,994 


Exports of crude and refined products (thous. bbl.) 
21.08 


Average station gasoline price, ex tax (¢ per gal.) 
Service station sales—all commodities ($-million) 
Gasoline consumption (million gal.) 

Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous.) 
Automotive replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 


tExcludes Alaska and Hawaii. 
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New Uses for Oil ‘Byproducts’ 


Some new lines may be handled 
by established oil marketers 


HE CONTINUING OVERSUPPLY of gas- 

oline and fuel oils is causing many oil com- 
panies to become more interested in the so-called 
minor products refined from petroleum. The re- 
covery of some of them is incidental to the main 
refining objective, and their marketing has been of 
the same nature. 

Market studies are now uncovering new uses for 
some of these lesser products. Entirely new com- 
pounds — such as petrochemicals, specialties, and 
agricultural chemicals — are being manufactured 
from what were formerly considered refinery by- 
products. 

So far most of these products are handled out- 
side the established oil-marketing channels. But 
some authorities believe that oil marketers, who 
already have distribution systems, will in the future 
handle both the wholesale and retail distribution 
of some of the new lines of petroleum merchandise. 

The current interest in wider markets for the 
minor products is demonstrated by the fact their 
rate of growth exceeds that of oil overall. Total 
production of the minor products in 1960 was 
652-million bbl., nearly double what it was 10 
years ago. This group now creates nearly 10% 
of total U. S. petroleum demand (see chart). 

The lesser products include: LP-gas, which has 
already reached volume status; refinery still gases 
formerly used only as plant fuel; jet fuels, except 
straight kerosine; lubricants; wax; asphalt, includ- 
ing road oil and petroleum coke. 

@ Total sales in 1959 of LP-gas were over 210- 
million bbl. and more than a third were to manu- 
facturers of petrochemicals and synthetic rubber, 
rather than for use as domestic and industrial fuels. 

e Refinery still gases, formerly waste or plant 
fuel, now contribute materials which go into the 
manufacture of petrochemicals. 

Total output of petrochemicals from natural gas 
and petroleum has reached a volume of almost 60- 
billion Ibs. a year. The hundreds of different petro- 





10-Year Growth Rate 
of Minor Products 


(million bbl.) 
Product 
LP-gas 
Refinery gases 
Asphalt and road oil .. 
Lubricating oils 
Petroleum wax 
Petroleum coke 
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| billion bbl. annually 
Growth of Major and 
Minor Oil Products 
Pi 


Petroleum Demand —" eee agg 


TStill Gas Lube Oils ~~ 
Asphalt Wax 
Coke 


MAJOR PRODUCTS _ 
Gasoline Distillate Fuel Oil 
Kerosine Residual Fuel Oil 




















chemical items now supply one-fourth of all the 
chemicals manufactured in the U. S. 

e The consumption of petroleum wax has 
grown 40% in the past decade. The volume of 
wax used in manufacturing paper and impregnat- 
ing wrappers and containers is many times greater 
than that used in making candles. 

e@ Nonfuel uses are now being found for coke, 
a byproduct of thermal cracking. In refined form 
it goes into anodes, electrodes, furnace linings, and 
graphite specialties. 

@ While the biggest consumption of petroleum 
asphalt is in highway construction and mainte- 
nance, total demand has been increased by a num- 
ber of new uses, including roofing and coating 
compounds. 

The manufacture of new lines of petroleum mer- 
chandise is not limited entirely to the minor prod- 
ucts. A portion of the refiners’ naphtha and kero- 
sine stocks are now made into industrial solvents 
and cleaning fluids. They also are used in insecti- 
cides and other pest-control chemicals, for which 
wide markets are developing. 

Ammonia, made from both natural gas and re- 
finery hydrogen gas, is recovered by oil companies 
as a base for chemicals and fertilizer. Ammonia 
fertilizers and petrochemical dusts and liquid 
sprays are among the agricultural chemicals which, 
experimentally at least, have been sold through oil- 
company gasoline stations. 

Marketing research, essential to the wider appli- 
cation of the established products and the finding 
of commercial uses for the new lines being manu- 
factured today, seems likely to lead to opportuni- 
ties in these fields for alert oil marketers. a 





Market Outlook 





LP-Gas Examines Its Prices 


RICING CHANGES are coming to the LP-gas industry in 1961. Manufacturers 

and large resellers are examining their price schedules with such care that 

one marketing manager commented, “it’s like starting out new in business.” To 

an old-time gasoline marketer, it’s more like what happened years ago when 
pipelines began to tear up gasoline tank-car markets. 

Whether you look ahead or behind, the reason for this price examination is 
apparent. The LP-gas industry has grown so fast in the past 15 years that pricing 
propane on an FOB Tulsa tank-car basis is outmoded. In 1961 about one-third of 
the LP-gas sold east of the Rockies will move through pipelines. Cavern storage 
in this area will hold 2.5-billion gal. Cavern storage will continue to grow. So will 
pipelines. LP-gas people talk about 10,000 miles of pipeline in the near future. 
There were no caverns or pipelines serving markets in 1946. 

Destination pricing receives the stoutest defense by some manufacturers of 
LP-gas. And they emphasize that in re-evaluating prices and marketing areas there 
will be no chaos. A lot of product will continue to move by tank car and on an 
FOB Tulsa basis. Sellers say sales will continue to be made on this basis to larger 
resellers who have storage of their own and to off-season spot buyers. 

The main problem as marketers see it: avoiding turmoil as natural boundaries 
around tank-car and pipeline-transport areas are established for propane. In time 
these boundaries are certain to establish themselves just as pipelined gasoline did— 
economically and more or less orderly. In addition, increased cavern storage— 
almost 25% more than in 1959—should tend to level out peak and valley price 
swings from season to season. An expected minimum 10% increase in sales should 
help too. 

Summing up: It’s natural to expect some interim jockeying and feeler price 
moves particularly in fringe areas served by pipelines. There should be (even as 
early as next summer) shallower seasonal wholesale price swings because of more 
cavern storage and because pipeline fills represent a large and increasing percentage 
of total LP-gas inventories. 


Key Crude Oil Prices (as of december 15) NPN Gasoline Index 
United States Dealer T.W. Tank Car 


California 
Wilmington, 31 gravity y (cents per gal.) 
Texas December 15 16.45 12.88 
BE Bee sour, 36 gravity ...... 2.79-2.83 Month ago 16.42 12.88 

Oklahoma sweet, 36 gravity ...... 2.62-2.97 Year ago j 12.30 
Williston Basin 
North Dakota, 36 gravity ........ 2.47-2.87 
95 eg ane Dealer index is an average of dealer tank wagon 
Pe Pa 62ce ues Gehkce siseaneme : ovaun en tan in 80 den. 
Alberta — 
FOI, ANE Nhs eerrceeneseeeee 2.38 Tank car index is weighted average of following 
as, heavy, FOB La Salina wholesale markets for regular-grade gasoline, FOB 
JR Scns scenes cseesvenecsseesents 1.85 refineries or terminals: Oklahoma, Chicago District, 
gg ong FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 
ee 2 ne 1.80 sonville, Boston and Gulf Coast. 
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PRODUCTS VS. CRUDE GULF COAST 


Market Barometer 
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PRODUCTS VS. CRUDE MID-CONTINENT 


Ye | | | 
REGULAR GRADE | 
GASOLINE | 


KEROSINE 





CENTS PER GALLON 

















JFMAMJJASOND 
1960 


YEAR 51 533 535 37 BF 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


JFMAMJJASOND 
1960 


YEAR 51 53 55 57 59 


PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 
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DOLLARS PER BARREL 


1.00 } 
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60 | 
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1960 


Average prices for crude oil, and four omy refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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1960 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 








Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Dec. 15. Last previous listing: Nov. 15. 


Motor Gasoline 


Gulf Coast Cargoes 
100 oct. a... ..12.5-13.75 
99 oct. prem... . .12. hart 75 
98 oct. prem... . .12,25-13.25 
97 oct. prem... ..12. ios ie 875 
95 oct. prem... . .12-12.25 
wothe eit 75 
. -11.25-11.5 


93 oct. prem.. 

92 oct. prem.. 

90 oct. prem.....11-11.25 

87 oct. a *.10.625-10.875 


Boston, Mass. 
Prem. grade 
Reg. grade 


Buffalo, N. Y. 
98 oct. prem.....17.8 
92 oct. reg... . 14.3 


Charleston, S. C. 
Prem. grade 
Reg. grade... 


Chicago, Ill. 

99 oct. prem..... 
98 oct. prem. 

97 oct. prem, 

92 oct. reg. 


14.4-18.2 
12.4-15.7 


Detroit, Mich. 
98 oct. prem..... 
92 oct. reg 


Heuston, Tex. 

Prem grade... 15.45-16.25 
do barges.... 14 

Reg. grade 
do barges.... — 


dacksonville, Fla. 
Prem. grade.....15 
Reg. grade 


Miami, Fia. 
Prem. grade. .... 
Reg. grade 


Minneapolis-St. Paul 
99 oct. prem... .. 8 
91 oct. reg. 


Mobile, Ala. 
Prem. grade. . 
Reg. grade 


Norfolk, Va. 
Prem. grade 
Reg. grade.......12 


Pensacela, Fila. 
Prem. grade... 15.7 
- Reg. grade 


Philadelphia, Pa. 
Prem. grade... _ 17.5- 
Reg. grade..... 


Pert Everglades, Fla. 
Prem. grade. .. ..14.25-16.9 
Reg. grade... — 12.25-13.9 


Savannah, Ga. 
Prem. grade 
Reg. grade 


Tampa, Fla. 
Prem. grade 
Reg. grade 


Wilmington, N. C. 
Prem. grade 
Reg. grade 


Okla, (Okla. am) 
99 oct. prem.... .16-16.5 
91 oct. reg 13.25-13.5 


Okla. Group 3 (Northern Shpt. ) 
99 oct. prem... . .15.25-16.25 
91 oct. reg. 12.5-13.25 


140 


Northeast Texas 
FOB Ft. nde 4 4 
.15.75-16.25 
90 oct. re 13.25-13.75 
60 oct. & elow. 13, wo. 


New Mexico/West Texas 
ts 


12.75-13 
60 oct. & below. .11.75-12.5 


Ark. (For shpt. te Ark. & La.) 
oc eee FS 
cseseeeee 
ee 
an 


Kans. (For Kans. destinations only) 
99 oct. - 5 
91 oct. reg... 1213/5 


Of City 
98 oct. prem... .14.75-15 
93 oct. reg... . ..13.25 


cana Angeles District 
ack: 

100 oct. prem. ...13.5-14.5 
98 oct. prem 


84 oct. reg 


Tank Car: 

100 oct. prem... .13.5-14.5 
98 oct. prem. 13-15.7 
94 oct. prem.....12-14.6 
88 oct. reg.......11-12.65 
84 oct. reg 10.5-12.6 


Tank Truck (400 gal. or more) 
98 oct. prem.....21 3-22.3 
88 oct. reg.......17.8-17.9 


Sap Francisco District 

Tank Truck (400 gal. or more) 
98 oct. prem. 21.8-22.8 
88 oct. reg.. — — 18.3-18.4 


Distillates & Fuels 


Gulf Coast pengits 
41-43 w.w. kero. . HE 5 -10 
No. 2 fuel....... 5A 
53-55 d.i. gas oil. f 87 A-9.125A 
48-52 d.i. gas oil. ca 9A 
43-47 d.i. gas oil.. 4 62 3A. 875 
Bunker C fuel... .$2. 
Bunker C fuel 

max 1% sulf...$2.40W-2.55 


Albany, N. Y. 

‘er No. 1. w, a at. 2 
No. 2 fue 

Diesel oll shore 


No. 6 fuel, no 
k sulf. guar...... 


Baltimore, Md. 
Kerosine, "No. 1. .10.2-11 


Diesel oil, shore 


Heavy Diesel, 


Bunker C, 

bunkers 
Baton Rouge, La. 
Kerosine, "No. Ree 
No. 2 fuel....... ‘9.1-9. 
Diesel oil, shore 


Boston, Mass. 

Kerosine, No. "1. .10-11, 1A 
No. 2 fuel. ...... 9-10.14 
Diesel oil, shore 


$2.74-$2,79 
$2.71 


$4.18-4.43A 
bunkers $2.53-$2.61 


Buffalo, N. Y. 

Kerosine (a) 1,2- “12 

Diesel fuel (a)... 10: 5-11.34 

No. 2 fuel 10.2-11A 

No. 5 fuel....... 9.15 

No. 6 fuel. 8.15 

(a) Prices of some sellers to bulk com- 


mercial consumers are 0.15¢ higher. 


Charleston, S. C. 

Kerosine, No. 1..10.6-11.1A 

No. 2 fuel. -9.8-10.44 

Diesel oil, shore. 
a 9.9-10. 54 

No. 5 fuel.......$3.01 


Light Diesel, 


Bunker C, 
bunkers 


Chicago, Il. 

Range oil, No. 1.. Ly teiy -12.35 
No. 2 fuel. 11,35 
. —— iow 


No. 5 tue, high 
Oe 
No. 6 fuel, low 


sulfur 
No. 6 fuel, high 
ere ‘ 


Cleveland, Ohio 

No. 5 fuel. - 10.3° 
No. 6 fuel.......9.1¥ 
*Delivered Cleveland 


Corpus Christi, Tex. 

No. 6 fuel, no 
sulf. guar.. .. .$2.43 
do barges 

Bunker C, 
bunkers... .. ..$2.40 


Detrolt, Mich. 


Houston, Tex. 

Kerosine, No. 1...10.125-10.6 
do barges..... 5 

No. 2 fuel.......9.25 


g 
Diesel ny shore 


Heavy Diesel, 


Bunker C, 
bunkers. .....$2.30-2.40 


Jacksonville, Fis. 
Kerosine, No. 1. .11.1-11.4 
No. 2 fuel. ......10.9-11.2 
oll, shore 
plants..... ~~ 10,9-11,2 


bunkers..... oe 


Miami, Fia. 
= No. 1,.11.5 


bunkers. .. — $2.37 


emg a Paul, Mina. 
Range oil, No. 1 “oes | -12.18 
No. -11,18 
No. 5 tuet, hi 


sulfur 
No. 6 fuel we 
WN. .cucavall 


Mobile, Ais. 


Heavy Diesel, 
bunkers 


New Haven, om, 
Kerosine, No. 1 iy Pat Ye 
No. 2 fuel.......9.2-10A 
Diesel oil, shore 

POR. ons cine 9.6-10.4A 
No. 4 fuel. . $3.60 
No. 6 fuel, no. 


bunkers 


New Orleans, 7 

Kerosine, No. 1 

No. 2 fuel. 

Diese! ott, shore 
plants 


No. 6 fuel, no 
sulf. guar. . 
do barges. . 

Lignt Diesel 
bunkers.......$3.88-4.01A 


Heavy Diesel, 
$3.64-3.77A 
Bunker C, 
bunkers. ......$2.30 


New York Harbor 
Kerosine, No, " 10.1-11 
do barges.....9.8-10. 654 
No.'2 fuel....... 9.1- “0A 
dofbarges..... 8.8-9. 654 
— “% shore 
5-10. v3 
$3.37-3.49W 
$3.19-3.43V 
$3.0 


No. 6 fuei, no 
sulf. guar. 
do barges 

No. 6 tuet 
1% suif . 
do barges . 

Light Diesel, 

® bunkers 

Heavy Diesel, 


Bunker C, 
bunkers 


Norfolk, Va. 
Kerosine No. 1...10.5-11 
5-10 


Light Diesel 
Heavy Diesel, 


Bunker C, 
bunkers 


Kerosine No. 1. . 

No. 2 fuel ee 

Diesel oll, shore 
Diants...... 10.8 


NATIONAL PETROLEUM NEWS ° January, 1961 





Philadelphia, Pa, 
Kerosine, No. 1. .10.2-11 


Portland, Me. 
Kerosine, No. 1..10.3-11.2A 
No. 2 fuel 9.3-10.2A 


Prov 

~- ~ og hy s $ : i. : 
No. 2f 

sree Ol ‘shore 


plan wx 
Ne Stoel 
No. 6 fuel, no 
sulf. guar.. 
do barges. . 
Light Diesel, 
unkers ......$4.704 
Heavy Diesel 
bunkers 
Bunker C, 
bunkers... ....$2.39 


T 


ampa, Fia. 
Kerosine, No.1. .10.75-11.2 
No. 2 fuel 5-11 


Light Diesel 
Bunker C, 
bunkers 


No. 6 fuel.......8.25 


Wilmington, N. C. 
Kerosine, No. 1. .10.6-11.1A 
No. 2 fuel....... 9.8-10.44 
Diesel oil, shore 


«11, 125A-11.5A 
‘ 
10. 0.S75A UA 


Okie. Group (Northern shpt.) 
Ww, 
11A-11.125A 


SAAS 
~9. BAS 
i.80-1. 


Northeast Texas 
(FOB Ft. Worth/Dallas) 
10.5-11.1 


ieset. 
No. 6 fuel. ......$2.20-2.50 


New Mexico/W. Texas 
42-44 w. 
10.5-11.25 
5-10.75 


$2.00-2.52 


Kansas (fer Kan. destinations only) 
42-44 w.w. 
11.375A-11.5A 


Die: 
58 & aout di. 
Diesel iS 125A 
; 10 
No. 6 fuel $1.90-2.10 
Ark. +“ _aataaaatuaaaas 


42-44 
10.3754 
A 


52 & below d.i. 
re 


Western Penna.— or Warren 
Kerosine 11.5-12.25 

55 cetane Diesel.11.5 

a lf 2. 


0. 2 f 0.5-11 
% 40 anak 10. 25 
ON City 
Kerosine 1] 
55 cetane Diesel. . 1 

10.6W 
No. 2 fuel 10.35W 
Pittsburgh 
Kerosine 11.35-11.95 
50 cetane Diesel oe 45 
No. 1 fuel. 11.35-11.7 
No. 2 fuel *'10.35-11.45 
36-40 gravity fuel. 10.25 
| aia Angeles Dist. 
co dist. 
PS 100.........8.28-12 

po fuet 

)., a 7.75-11.25 


$2.05-2.45 


40-43 w.w. 


oo dist. 

|. ae 8.25-15.3 
Diesel fuel 

er 7.75-13.8 


$2.05-2.45 


Tank Truck (400 ga oe: mere) 
40-43 w.w 


PS 200... — 14.3 
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Refinery and Terminal Prices 





$2.50-2.68 


Tank Truck (400 gal. er mere) 
40-43 ww. 
kerosine. . . 19.8 
Stove dist. 
) 
Diesel 


Mexice 
Ships’ bunkers: US dellers per bbi « 
168 iters 


Quaymas 
Diese! 


Diese! 
Bunker C....— —— 0 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale uniess 
otherwise designated. 


FOB Greup 3 

Grade 26-70 

45¢ 

FOB Breckenridge, Tex. 


Grade 26-70 
4“e 


LP-Gas 


Producers’ net contract prices, tank cars 
/transport trucks. 


Lubricating Oils 


Western Penns. 
re ee 


we. Ona) ae eee 
150 a (1 a 107 40 406 a 


Bright stocks 
hs eats: iam 6 Col. 
p.t ; 


qeate sate 
s.r. filterable. 19 


Mid-Continent 

FOB Tulsa basis, for domestic shipmen 
only, t stock, vis. at 210° ee 
vis. at 100° 0-10 p.p. 


—_ aa 


300 vis. No. 3 col... 


Neutral Olls—Solvents—96 
170-180 vis.......22 75-23 s 


Cylinder Stocks 
600 s.r. olive 


Guilt Coast 

Solvent Refined Oils from Mid-Cen- 
tinent grade crude: FOB ship at Gulf for 
export 


Bright Stock, vis. at 216 
160-166 vis. 
0-10 p.t. 95 wi... .26 


Neutral Olls—Vis. at 100; 85 v.t. 0-10 p.1. 
eee 
200 vis. . 


Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


Pate Os 
100 vis. No. 
144-23 col.......16.5 
200 vis. Ne. 
2-3 eal... 22 -- 18.5 
300 vis. No. 

oa 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by vriting to NPN. 
Gasoline taxes, shown in se.arate :olumn, in- 
clude 4¢ federal, and state: tc «es; also city and 
county taxes as indicated i : ootnotes. 


Mobil Oil 


a ~ Gasoline 
=e 


New York City 
Manhattan Te 
10.5 
10.5 
10.45 
10.5 
10.4 
10. 


1 
3 
2 
1. 
1 


a 


New Haven. 
Bangor, Me 
Portland. . 

Boston Mass.... 
Manchester. N. H.. 
Portsmouth 
Providence ~. 

Bur ington, Vt. 
Rutland 


*Com. cons. t.c. prices 0 J¢ higher 
Taxes: NYC prices are ex 3% city sales tax; Syracuse prices ex 2% city sales tax, 


Drom mODoOwWw: BDOOXOMOVNENNYNNND 


es o> ps ps om ot om 
> pos: Somsssee = ‘ 
+ ee: MWWONKMUNORK 


a ps Oe ot pe 
COME Kore 
wmunccooumce 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect De- 
cember 15, 1960, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


*Mobil ¥ erosine 
Cc. Yard T.W. 


a 


oe Sn 
CwwSooooww: wo: w:: 
uo 
‘ 
: SSHeSwewwe: wow: 
: Om Own Onues wu: 


+ Bemw Nou: 
=~ 
tm: MWONMENVOHOWNMON: N WwW + 


at et et ot ee 
nls: SP oe 
Wehr oo. 

_ . 
_-_—oCowo- owe 


Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, tw. less 0.5¢ tor deliveries of 300 gal or more. Mobilfuel Diesel—Alll points, t.w. less 0.5¢ for deliveries 


ot .00 . al or more. 


... tes: Premium-grade » w prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals, 


At [ a n t C = Kerosine 
Refining ¥ 


Philadelphia, Pa 


4 
Saf 
~ 


Allentown. 
Harrisburg. 
Wilkes-Barre. 
Williamsport 


Greensburg 

Wilmington, Del... 

Hartford, Conn 

New Haven 

Boston, Mass. 

Sd Sea 
Providence, R.1............ 
Camden, N. J.. 


aon 
WWCOCKHOWOWWOWWOWOWWwo 


_ 


See OOOCCOCOCOOCOWOUrF 


Baltimore, Md 
Richmond, Va 
TE Mahe 6 ccnenseces 


cooooooooooOCoOOoOMMoOCOO OOO SCOCOCCSO 


me 


a—State and federal taxes only. 
b—Fair-trade minimum service station price. . 
c—Fair-trade minimum service station price 


Philadelphia 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add l¢ gal 
‘ for tw. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 


Esso Kerosine 
Standard nm, avai: Wo. Fel 


Ationtic City, Bi. 5....6:0cccc000 9.0 15.2° 
Newark 

Baltimore, Md 

Cumberland 

Washington, D.C............. 
Danville, Va. 


~ 
wo 
o 


ooo 


moocooooooooeSo ooo SoCo SCCOSCOSOOOSCO 


Fairmont.... 
Parkersburg. 
Wheeling.... 


Salisbury 
Ceereetel, B.C... sc ccscceses 


Spartanburg 
New Orleans, La 
Baton Rouge 
Alexandria 
Lake Charles 
Shreveport 

New Iberia 
Knoxville, Tenn. 


ON On OF OF OF 1 > Ot OFT OD 0 671 21 SO 6 ee 


ee ee ett ett tt tt tet ee ee 


Chattanooga 


Little Rock, Ark. 
*Prices apply for kerosine only. 


PPP PPawnw ‘ : 
POO OOO OW OW O~ HH HDHD OOO KWOWOOOWOLOwWwW 
eet et et et et et et et tet eh tt fh fet ft eh th th lh fh 
p—perperpertertartartartartartartartarvartastaryantany any ary ary any any any any anya 


od 


I, Bin cscnccdeckibsrieedivcekbqukisnanensnates 
Baltimore, Md. 7 
Washington, D. C. 1,050 gal minimum 

Taxes: Louisiana kerosine prices do not include 1¢ state tax. 


Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 ga 
or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular, 
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Established tank wagon prices are shown below. Some 
temporary prices may be in effect in one of more localities. 


Red Crown Gasoline 
lar 


Cons. Gasoline Kero 
T.W. T.W. Taxes T.W. 
17.2 19.2 

16.8 18.3 
6. 18.3 

19.8 

19.2 


Indiana 


Standard 


— 
oow 
co 


os os ome ~ 
Sorexrce 
coocomooo 


~ 
o 
o 


S. (b) 14.9¢ for 750 gal & over. 


American Furnace Stanolex Fuei A Staniox Fuel C 
100-389 400 gal 1-749  760-1,499 1,600 gal 1-1,499 1,500 


& over al gal & over i 
Chicago. Aw 14.9 if? 10.95 10.45 b's 


American Furnace Oil 
100-174 175-849 - gal PY gal 
over 
Minneapolis-St. Paul A 15.2 wae 
Milwaukee ast res 


Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
oll prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
added, where applicable. 


Discounts: Red Crown c.t.w. prices at some’ points subject to varying discounts f 
quantity deliveries. , . eee ai 


Continental Oil 


(N.B, Prices are Continental's tank 

wagon prices. Current selling prices may Dealer 
vary from those shown because of local T.W 

conditions.) rer 


Dallas, Tex... 16.4 
Concoe Ft. Worth.... 16.4 
Gasoline Gaso- 16.4 


T.W. tine 16.4 
(Regular) Taxes 
Denver, Colo. 18.0 
Grand J 


19.3 

18.7 Y ; . 

18.8 t s San Antonio. 16. 

2S ; . Port Arthur.. 16. 

209 ; ’ Gasoline taxes: 9¢ 

19.9 : a Notes: Prices are forfmin. 25-gal. de- 

20.6 : EC liveries. Gasoline—Premium-grade tw. 
rices 3.5¢ above regular. Kerosine— 

18.0° J ; tices apply to dealers & consumers. 


19.3° 
17.6 


Texaco 


Fire Chie! Gasoline 


ad 
AAAMMD 
ere eroe 


-_ 
na 
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Kentucky Standard 


Gaso- Kero- 
Gasoline line sine 
T.W. Taxes T.W. 


Atlanta,Ga... 16.9 10.5 15.9 


Taxes:¥ Gasoline taxes include these =, 16.8 12.0 15.8 
Jackson, Miss. 17. 11.0 = 16.1 


cltyitaxes; Abenserqse & Roswell, 0.5¢; 
Jacksonville, 
16.6 11.0 15.9 


Santa Fe, Cheyenne & Casper, l¢. 

Discounts: Salt Lake City & Twin la 
Falls gasoline prices apply for deliveries Louisville, Ky. 16. 11.0 = 16.1 
of less than 200 gal; 200-399 gai, deduct Taxes: Birmingham gasoline! taxes in- 
0.5¢; 400 gal & over, deduct l¢. clude l¢ Jefferson County tax. Kerosine 


Notes: Premium-grade t.w {prices 3.5¢ Mississipp! 0.50. an 
ebove regular. 


Note: Current net prices may differ 
*Consumer price ey higher. from those listed because of temporary 
tConsumer price 1¢ gal higher. 


local conditions, 


Tank Wagon Prices 


Standard of Ohio 


Sohio Extron Gasoline Cute? 
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ee 
RARREDARaD 
UN UWIWNOeoWhrcnrnrsh 
Se al oe eel ell col 
DESERTS 
rem wronn 


Youngstown 
Zanesvi le 

Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 
1¢; 1-49 gal, add 2¢. Premium- grade prices: consumer tw. & S.S. 4¢ above regular, 
resellers 3.5¢ above regular. S.S. prices are at company-operated stations. 
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ad 
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an 
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Standard 
of California 


Prices are tank truck postings, ex all taxes, ap- 
lying for deliveries of 400 gal or more; see 
elow for other deliveries. 


Pearl 
Chevron Gasoline on’ 
(Regular) Taxes \Kerosine 
18.3 10.0 19.8 
1 10.0 


10.0 

9.0 
10.0 
10.0 
10.5 
10.5 
10.5 





San Francisco, Calif. 


-_ 
om 
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Salt Lake City, Utah 
Honolulu, Hawaii... 
Fairbanks, Alaska. . 


BYSBBENRPRRRRNs 
~~ ee me Sew 
COO SID OMD OOO“ OW 


or cCwow-WOew o 
Ore Wwronrnownu 


*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ state tax; all prices are ex-Hawalian 
gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where ose differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gai to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ gal higher than Chevron (regular) for quantity delivered at ail points except Salt Lake 
City, 3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where aailable. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank cartruck trailer, deduct 3.5¢. 

Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal. 
1¢ for 40-199 gal, 0.5¢ for 200-399 gai. 


(Prices are per imperial gal; to arrive at price per U.!S 
- ™ gal, subtract 1/6th). —_ 
urnace 
(Regular 
St. John’s, Nfid 
Halifax, N. S. 
St. John, N. B. 
Charlottetown, P. E. | 
Montreal, Que. 
Toronto, Ont. 
Hamilton, Ont. 
Winni 


Gasoline 


MMnrnrr 
POSeanrr Ure 


Vancouver, B. C. 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
*Subject to 1¢ gal special ajlowance. 











PETROLEUM CALCULATOR CARDS 


stop to Figure USE OUR FAST, EASY-TO-READ 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request| 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes are shown below. Figures are in ¢ per gal; (i) and (d) indicate increases or decreases as 
tn 55 representative U. S. cities on Dec. 1, 1960 as compiled by National Petroleum News compared with Nov. 1, 1960. Tax col. indicates only motor fuel taxes levied as such. 


Dir. T. W. Ser. Sta. Tax Ser. Sta. Dir. T. W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (extax) (incl. 4¢ fed.) (incl. tax) (ex tax) (ex tax) (incl. 4¢ fed.) (inel. tax) 
Average U. S. : 10.15 Twin Cities, Minn 16.80 : 9.00 31.40 
Portiand, Me... ee .80 90 11.00 29.9) Fargo, N. D..... ‘aie 18.60 ft 10.00 
Manchester, N. H. as ‘ : 11.00 Huron, S. D. , 18.90 ; 10.00 
Burlington, Vt... es : ‘ 10.50 ; Omaha, Neb... : 17.20 22.90 11.00 
Boston, Mass. J J 9.50 : Des Moines, la i-17.20 i-22. 10.00 
Providence, R. 1............ : a 11.00 : St, Lowle, Me...cccvccccees. GB, -14, 8.50*** 
10.00 : Wichita, Kans. : i- ‘ 
10.00 ; Tulsa, O 
‘ 10.00 y Little Rock, Ark. 
_.. . § © Sere : i 9.00 : New Orleans, La 
Philadelphia, Pa : : 9.00 Dallas, Tex 
Wilmington, Del.... ‘ : j 2 Houston, Tex 
Baltimore, Md ; : i : EI Paso, Tex.. 
: . Albuquerque, N.M.. ....... 
Denver. Colo 
Norfolk, Va... : : : A Cheyenne, Wyo 
Charlotte, N. C. oe ‘ i : Great Falls, Mont. . 
7 Boise, Idaho 
Salt Lake City, Utah. . ‘ 
ee ee 


Birmingham, Ala j : : Phoenix, Ariz 
Jackson, Miss -16. : ; Los Angeles, Calif 
3 San Francisco, Calif 

Portiand, Ore. 

Seattle, Wash............... 
Cincinnati, Ohio : ; F ¥ Spokane, Wash 
Indianapolis, Ind : R : ¥ 
Chicago, Ill : : f ; *Includes 0.5¢ city tax. 
Detroit, Mich : ; , : **includes l¢ city tax. 
Milwaukee, Wisc............ > : ‘ : ***Includes 1.5¢ city tax. 
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NOW IS THE TIME FOR 


oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

this year's NPN FACTBOOK issue 
TO TAKE STEPS TO SEE 

THAT IT DOESN'T HAPPEN AGAIN 


(make notes, write memos, telephone, 


advise agency, do something) 


The 7th annual NPN FACTBOOK issue 
to be published in mid-May 1961 
closes for advertising April 15th, 1961. 
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Gasolinz Markets 





Gas aline Consumption by States, July, 1S oC 


Tax Ratep} = —_—_—_—_—__ Month of —____— 
dune, 1960 ay 
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Pennsylvania. . 
Rhode Island........ 


South Carolina 
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West Virginia 
Wisconsin. .... in ekens phbebaeusceteasennevecediibencéesseudexs 


Wyoming 


Total 50 States and D. of C. 
Daily Average 
Change from previous year: 
lota Change 
Percentage change in Daily Average............. habececeeeencenesassese 


{These are State tax rates per gallon. In addition there is the Federal Tax of four cents (4¢) per gallon. 
{Virginia gasoline tax increased one cent (1¢) July 1, 1960. : 
*Includes actual reported taxable gallonage, plus estimate of non-taxable gallonage for which separate figures are no longer reported beginning January 1960. 

















Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION CYLINDER 


New York Sydney, N. $. Boston STOCKS 
Fine Lubricating Qualities 
} For Greases 
Fluorescent color tor and Fluid Lubricants 


solvent extracted and This is Your Market Place 


additive lube oils. 

















Pe troleuss Colors Write for Advertising Spoce Rates err-M Oil Indus . vin 
: today Superic Kerr-McGee Building 


PATENT CHEMICALS, NATIONAL PETROLEUM NEWS aie § Oklahoma City, Okla. 
INCORPORATED 330 West 42nd St., New York 36, N. Y CE 6-1313 


Paterson 4, New Jersey 
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Coming Meetings 





JANUARY 


Arkansas LP-Gas Assn., semiannual meeting, 
Hotel LaFayette, Little Rock, Jan. 8-9. 


Kentucky Petroleum Marketers Assn., an- 
nual meeting, Brown Hotel, Louisville, Jan 
17-19. 


Independent Oil Men’s Assn. of New Eng- 
land, annual meeting, Statler Hilton Hotel, 
Boston, Jan. 18. 


Northwest Petroleum Assn., annual conven- 
tion and trade show, Nicollet Hotel, Min- 
neapolis, Jan. 18-19. 


Kansas Oil Men’s Assn., 46th annual con- 
vention, Broadview Hotel, Wichita, Jan. 
22-24. 


»Michigan LP-Gas Assn., annual meeting 
and trade show, Hotel Pantlind, Grand Rap- 
ids, Jan. 23-24. 


FEBRUARY 


Private Truck Council of America, annual 
meeting, Hotel Sheraton, Dallas, Feb. 2-3. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Sheraton Park Ho- 
tel, Washington, D. C., Feb. 6-8. 


Missouri Petroleum Assn., annual meeting 
and trade show, Hotel Muehlebach, Kansas 
City, Feb. 6-8. 


Intermountain Oil Marketers Assn., semi- 
annual convention, Tropicana Hotel, Las 
Vegas, Feb. 8-10. 


Twin Cities Gasoline Marketers Assn., Club 
Southwest, Arlington, Tex., Feb. 9. 


Canadian Petroleum Assn. (Alberta Div.), 
annual meeting, Hotel Palliser, Calgary, 
Feb. 14. 


Iowa Independent Oil Jobbers Assn., annual 
convention and trade show, Ft. Des Moines 
Hotel, Des Moines, Feb. 14-15. 


Pacific Automotive Show, Los Angeles 
Memorial Sports Arena, Los Angeles, Feb. 
16-19. 


West Virginia LP-Gas Assn., semiannual 
meeting, Hotel Mont Chateau, Morgantown, 
Feb. 25. 


MARCH 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Mar. 1-2. 


Indiana Liquefied Petroleum Gas Assn., 
annual meeting and trade show, Hotel Clay- 
pool, Indianapolis, Mar. 5-7. 


Illinois Petroleum Marketers Assn., annual 
meeting and trade show, Hotel Morrison, 
Chicago, Mar. 7-8. 


Ohio Petroleum Marketers Assn., annual 
convention and trade show, Deshler Hilton 
Hotel, Columbus, Mar. 22-23. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Roosevelt, Jackson- 
ville, Mar. 22-24. 


Iowa LP-Gas Assn., Hotel Kirkwood, Des 
Moines, Mar. 27-28 (tentative). 


Canadian Petroleum Assn., annual meet- 
ing, Hotel Palliser, Calgary, Alberta, Mar. 
28 (tentative). 
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APRIL 


Texas Oil Jobbers Assn. and Texas Petro- 
leum Marketers Assn., annual meeting and 
trade show, Baker Hotel, Dallas, Apr. 6-8. 


Empire State Petroleum Assn., annual 
meeting and trade show, Grossinger’s, Lib- 
erty, N.Y., Apr. 9-11. 


Western Petroleum Refiners Assn., 49th 
annual meeting, Granada Hotel, San An- 
tonio, Tex., Apr. 10-12. 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Bellevue-Strat- 
ford Hotel, Philadelphia, Apr. 11-13. 


Society of Independent Gasoline Marketers 
of America, semiannual meeting, New Or- 
leans, Apr. 13-14 (place unknown at publi- 
cation). 


Kansas LP-Gas Assn., 16th annual conven- 
tion, Allis Hotel, Wichita, Apr. 16-17. 


Assn. of Nebraska LP-Gas Dealers, annual 
meeting, Castle Hotel, Omaha, Apr. 16-17. 


Ohio LP-Gas Assn., annual convention and 
trade show, Sheraton Gibson Hotel, Cincin- 
nati, Apr. 16-18. 


Virginia Petroleum Jobbers Assn., annual 
meeting, Hotel Cavalier, Virginia Beach, 
Apr. 17-18. 


National Petroleum Assn., semiannual meet- 
ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 19-20. 


Fuel Merchants Assn., of New Jersey, an- 
nual convention and trade show, Haddon 
Hall, Atlantic City, Apr. 19-21. 


Oil-Heat Institute of America, annual meet- 
ing and convention, Statler Hilton Hotel, 
Washington, D. C., Apr. 23-26. 


Independent Oil Men’s Assn. of New Eng- 
land, annual convention, Statler Hilton Ho- 
tel, Boston, Apr. 27. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, Apr. 30-May 3. 


National Tank Truck Carriers, annual meet- 
ing and trade show, Netherland-Hilton Hotel, 
Cincinnati, April 30-May 2. 


MAY 


API, Division of Marketing, fuel oil com- 
mittee meeting, Grand Hotel, Point Clear, 
Ala., May 1-3. 


North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pinehurst, 
May 4-7. 


Pennsylvania Petroleum  Assn., 
Springs Hotel, Bedford, May 7-9. 


Assn. of American Battery Manufacturers, 
The Roosevelt Hotel, New Orleans, May 
15-17. 


API Division of Marketing, mid-year meet- 
ing, Americana Hotel, Miami Beach, May 
16-19. 


National Oil Jobbers Council, Hotel Ameri- 
cana, Miami Beach, May 16-17. 


Georgia Oil Jobbers Assn., annual meeting, 
The Cloister Hotel, Sea Island, May 26-27. 


Bedford 


JUNE 


Wisconsin Petroleum Assn., annual golf 
tournament, Dell View Hotel, Lake Delton, 
June 20. 


OCTOBER 


American Petroleum Credit Assn., annual 
meeting, Shamrock Hilton Hotel, Houston, 
Oct. 15-18. 


National Assn. of Oil Equipment Jobbers, 
convention and trade show, Mayflower Ho- 
tel, Washington, D. C., Oct. 15-17. 


First Listing 





Michigan Petroleum Assn., Michigan 
State University, East Lansing, Jan. 
23-25. 


Nebraska Petroleum Marketers, Uni- 
versity of Nebraska, Lincoln, Feb. 7-9. 


Colorado Petroleum Marketers Assn., 
University of Colorado, Boulder, Feb. 
14-16. 


Oklahoma Oil Jobbers Assn., Uni- 
versity of Tulsa, Tulsa, Feb. 20-22. 


Iowa Independent Oil Jobbers Assn., 
Continuation Center, State Universtiy 
of Iowa, Iowa City, Mar. 6-8. 





MANAGEMENT INSTITUTES 


Northwest Petroleum Assn., Oil Men’s 
Club and Hotel Nicollet, Minneapolis, 
Mar. 8-10. 


>Kentucky Petroleum Marketers 
Assn., University College, University 
of Louisville, Louisville, Mar. 13-16. 


Kansas Oil Men’s Assn., University of 
Kansas, Lawrence, Apr. 5-7. 


North Carolina Oil Jobbers Assn., 
The University of North Carolina, 
Chapel Hill, Apr. 17-21. 


Missouri Petroleum Assn., University 
of Missouri, Columbia, Apr. 18-19. 








NATIONAL PETROLEUM NEWS °* January, 1961 





DETROIT 
NEWSLETTER Wi! 


* 


By DONALD MacDONALD 


Why auto makers tripled 
their new-car warranties 
... How many ‘lemons’? 


U. S. AUTOMAKERS recently ex- 
tended their warranty from four 
months or 4,000 miles to 12 months 
or 12,000 miles, whichever comes first. 
Ford started the program at new- 
model announcement time, and other 
makers immediately followed suit. 

The Lincoln-Continental doubled its 
warranty to 24 months or 24,000 
miles, whichever comes first. But, as 
with cheaper autos, the warranty does 
not cover the expendable items such 
as spark plugs, condensers, tires and 
batteries furnished by outside sup- 
pliers. 

The announcement initially startled 
the public, and there was favorable 
reaction. Later, however, word leak- 
ed out that auto purchasers had tech- 
nically enjoyed the 12-month guaran- 
tee since 1941. Dealers were supposed 
to repair any major failure due to de- 
fective materials, labor, or design, and 
obtain reimbursement from the fac- 
tory. 

It was a good idea, but a significant 
number of dealers never informed 
their customers of the policy. About 
the only time it ever came to light 
was in the rare instance of epidemic- 
type failure, such as 1959 model 
Ford radiators and excessive gas con- 
sumption in 1960 Corvairs. 

Thus the bloom came off the heath- 
er, and those who footed major but 
random repair bills during their first 
year of ownership were justifiably an- 
noyed. 

Despite this, automakers can put 
forward a good case in justification 
of the newly extended warranties. 
Their confidence stems from spending 
record millions of dollars on quality 
control, or “reliability” as it is lately 
being called. 

The comment “They don’t build ’°em 
like they used to” is true today, but 
in reverse of its usual meaning. In 
1925, according to Automobile Manu- 
facturers Assn. statistics, the average 
car had a lifespan of 6.5 years and 
traveled 25,750 miles. The span has 
now doubled, to 12 years and 125,- 
000 miles, in many cases. 

Thus the goal has become one of 








| 


cutting down minor failures within 
this adequate lifespan. 

Probability studies point up some 
cold facts. If each of a car’s 10,000 
or so individual components are built 
to a reliability factor of 99.999% (not 
achievable in practice), the over-all 
reliability of the complete machine 
will be only 91.20%. In other words 
if every part could be built to this 
very high standard, one car out of 
every 10 could still be expected to 
give its owner some trouble. 





One way 
or another, 
each of these 
significant 
advances in 
automotive 
servicing 
equipment 
was either 
pioneered or 
perfected 


by 











Automotive 


However, according to the tables, 
if the reliability of each component 
drops only to 99.00%, 99 out of 100 
will be troublemakers. 

Actually, the industry achievement 
is much closer to being perfect than 
is generally realized, but the immu- 
table laws of statistics spell out why 
“lemons” have been and will con- 
tinue to be built by every car maker. 

The new warranty offers additional 
protection to these unfortunate 
owners. 


PORTABLE LUBE 
EQUIPMENT 


TRANSFER 


i. 


PRESTO-PAK 


UNDERCOATER 


Graco 


“There is hardly anything in the world 
that some man cannot 


make a little worse 


and sell a little cheaper 


and the people who consider price only 


are this man’s lawful prey.” 


ENGINEERS AND MANUFACTURERS 
a ree: 5 _ 


OR PHONE YOUR 


NEW YORK - DETROIT ATLANTA 
RAvenwood 1-8585 ~° TRinity 3-6900 TRinity 6-6374 


RUSKIN 


GRAY COMPANY, INC. 


165 Graco Square 
Minneapolis 13, Minnesota 


“LUBRICATING EQUIPMENT” 
FACTORY BRANCH 

CHICAGO 
MAdison 6-7048 
FRANCISCO 


PHILADELPHIA HOUSTON SAN 
BAldwin 6-3031 CApitol 7-1771 = MArket 1-5941 
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Lunch in hand, producer-marketer H. L. Hunt checks 
window display of his first novel, “Alpaca” 


Typical “Parade” station is one of about 150 through 
which Hunt markets. Most are independently owned 


Richest Producer 


H. L. Hunt, one of the world’s 


wealthiest, is a bonafide 


independent oil marketer now 


71-YEAR-OLD Dallas man who often carries his 

lunch to work in a brown paper bag, and who 
may park his car three blocks from his office to save 
50¢ in parking fees, has joined the ranks of Texas 
oil marketers. 

But don’t jump to the conclusion that this thrifty 
gent will lose his shirt in the strongly competitive 
Southwest oil markets. He’s H, L. Hunt Sr., one of 
the richest men in the world. Some say he’s the 
richest; others put him second to J. Paul Getty. His 
net worth has been estimated at anywhere from 
$200-million to $2-billion. 

At any rate, Haroldson Lafayette Hunt can now 
be listed as a branded independent oil marketer. 


He got into oil marketing in the same way he 
does everything—very quietly. This was about a 
year ago. He now has more than 150 stations selling 
his “Parade” brand of oil products in north Louisi- 
ana, east Texas, and central Alabama. 

These stations buy products from a Hunt subsid- 
iary, H. L. Hunt Products Co., which also merchan- 
dises a line of health-food products under the 
“Parade” brand. Hunt got into the health-food busi- 
ness because he wanted to market “something that 
will add years to people’s lives.” 

But there’s no attempt to sell anything other than 
gasoline and oil products at “Parade”  serv- 
ice stations. 


Why Hunt Went Branded 


Hunt became a branded oil marketer not so much 
to make money as to keep from losing it on some 
of his refinery production. 

He owns an 8,500-b/d refinery at Tuscaloosa, 
Ala., and he has an interest in a gasoline plant at 
Cotton Valley, La. These facilities were built to 
handle a portion of his crude production. 

This is a very small portion, to say the least. 
Hunt and his family produced more oil during 
World War II than Germany produced or had ac- 
cess to. Oil leases at Cotton Valley alone have 
netted him $50-million in the last 20 years and 
should go on producing for another 25 or 30 years. 

Anyway, the Tuscaloosa and Cotton Valley 
plants are mainly responsible for Hunt’s going 
branded. 

Until about two years ago, he sold the product 
output of these refinery facilities in the Southeastern 
unbranded wholesale market. He made a nice profit, 
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usually. But when competition for unbranded ac- 
counts grew, Hunt began to lose money. 

Some might view such a situation as temporary 
and wait it out, but not Hunt. When one of Hunt’s 
endeavors starts losing money, he takes quick cor- 
rective action. 

So Hunt started the branded program. 

One of Hunt’s men recalls that those who were 
charged with carrying it out undertook it “with 
great fear.” Now, though, the man thinks it was a 
wise move. “We are at least making a profit now,” 
he says. “When we started a year ago, we weren't.” 


What Hunt Is Planning 


Most of the 150 stations now under the “Parade” 
brand are independently owned. Only a few are ac- 
tually controlled through Hunt ownership or leases. 
The appearance of most is second-rate at best. 

It’s claimed that these independent dealers were 
offered no special deal to sign on with Hunt. They’re 
said to buy from Hunt's plants “on a basis com- 
petitive with other independents.” It’s also claimed 
that they get no special price allowance and no 
guaranteed margin. Undoubtedly, they get some 
kind of protection during price wars. 

Hunt’s dealers don’t get “free paint” or any- 
thing like that. They don’t have credit cards. Ap- 
parently, most were talked into the idea of selling 
under the “Parade” brand for reasons other than 
price concessions or free merchandising aids. 

“We are trying,” says a Hunt man, “to become a 
clean-cut marketer. We want to build up the quality 
of our stations, our products, and our service. We 
are attempting to take examples from other estab- 
lished marketers. In effect, we are trying to build 
respect.” 

Eventually the Hunt people want about 300 sta- 
- tions. They expect to reach this total within two 
years, although upgrading may take longer. 

Hunt might build some stations himself. If so, 
he’ll likely stay in the $15,000-to-$20,000 price 
range. The stations would be leased. They'd be ex- 
pected to do 20,000 gal. a month. 

Present “Parade” stations don’t average anything 
like 20,000 gal., but they’re absorbing more than 
25% of Hunt’s refinery production. When these are 
upgraded, and when “Parade” gets 150 more, 
Hunt’s needs will be taken care of, his marketers 
believe. The “Parade” stations now market a 90- 
octane regular and a 98-octane premium. 

“Parade” doesn’t plan to move out of its present 
area. But if Hunt can’t make money there, you can 
bet these plans will be reviewed. 

Hunt certainly has the money to do whatever he 
wants in oil marketing, but he’s a careful spender. 
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Hunt, shown here with his wife, markets other products 
than gasoline. Under his “Parade” brand, he merchandises 
such health-food items as nuts and vitamins 


He believes “a millionaire who throws his money 
around is stupid.” Says Hunt, “I feel like a sucker 
paying $3 for a hotel breakfast.” 


Author, Sponsor: What Next? 

Oil marketing is not the only business that 
Hunt’s become active in recently. Last spring he 
authored and published a novel called “Alpaca,” 
dealing with a mythical country that could almost 
be a billionaire’s utopia. 

In the book, Hunt suggests a graduated system 
of suffrage, where men in the highest income brack- 
ets get seven votes, and men in the lowest, one. 
Two bonus votes go to each citizen who waives old- 
age benefits or government salary. A citizen can 
delegate others better informed than he to vote 
for him. Published in a soft cover to keep costs 
down, the book sells for 50¢. 

Besides writing, Hunt also sponsors a radio pro- 
gram called “Life Line,” partly religious and partly 
political in nature. Typical topics deal with alleged 
losses of individual freedoms by departures from 
the federal constitution. The program is aired on 
about 50 stations. 

Hunt’s name came to national attention during 
the presidential campaign when he admitted dis- 
tributing an anti-Catholic sermon. He later an- 
nounced his full support of Senator Kennedy, say- 
ing he thought it was “in the best interests of Texas 
that the Democratic ticket carry Texas.” a 
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NEWS NOTES 


ie 
McCoy 


Robert G. Reed III and Donald Y. 
McCoy have been named to new mar- 
keting posts in Tidewater’s eastern divi- 
sion. 

Reed is now assistant division general 
manager, moving up from division mar- 
keting manager. He succeeds I. E. Chap- 
man, who has been transferred to Tide- 
water’s Western division. 

McCoy moves from division retail 
sales manager to eastern division market- 
ing manager, succeeding Reed. He also 
becomes a member of the division ad- 
visory committee. 

e 

Sinclair Refining Co. has undergone a 
major realignment of its marketing de- 
partment. 

In the change, B. P. Mackenzie, vice 
president and general sales manager of 
the eastern region has retired. The new 
position of assistant director of market- 
ing, eastern region, has been created, 
and R. J. Cotter, former general man- 
ager of the eastern division, assumes it. 

H. H. Young and E, J. Bassett, for- 
mer vice presidents and general sales 
managers of the central and western 
regions, switch locations. Young as- 
sumes the new post of assistant director 
of marketing, western region, and Bas- 
sett, the new job of assistant director of 
marketing, central region. 

Three men have also been appointed 
. to fill the new positions of general sales 
manager in three regions. W. R. Kelly, 
former general manager of retail sales, 
becomes general sales manager of the 
central region; R. M. Bridges, previous- 
ly division manager in the Great Lakes 
_division, is now general sales manager 
of the western region; and H. G. Mey- 
ers, most recently assistant manager of 
wholesale sales, takes over as eastern 
region general sales manager. 

O. F. Birkett, formerly division man- 
ager in the southwestern division, be- 
comes assistant to Bridges in the west- 
ern region. H. L. Lussow, previously 
central division manager, takes over as 
assistant to Kelly in the central region. 

At the division level, F. J. Felice, 
former Rocky Mountain division man- 
ager, replaces Birkett as division man- 
ager in the southwest. J. S. Curran 
replaces Lussow as central division man- 
ager. Curran is succeeded by R. T. 
Schroeder as assistant division manager 
in the Great Lakes division. S. F. 
Coughlin replaces Bridges as Great 
Lakes division manager. He is in turn 
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replaced by B. L. Gay, who becomes 
assistant central division manager. G. 
A. Davis, former TBA sales manager, 
becomes assistant eastern division man- 
ager. C. Cruea, manager in the Rocky 
Mountain district, replaces Felice as 
Rocky Mountain division manager. 

J. W. Barry, formerly Kelly’s assist- 
ant, takes over as general manager of 
retail sales. R. H. Askin moves up to 
become general manager of sales pro- 
motion, and B. M. Lucas assumes the 
position of general manager of TBA 
sales, replacing Davis. 

° 
Paul E. Owens 
has been elected 
marketing vice 
president for 

American In- 

dependent Oil Co. 

of New York and 

London. Owens, 

42, joined Aminoil 

in 1959 as gen- 

eral sales manager. 

He was _ former- 
‘ee ly assistant man- 

ager, western hemi- 

sphere, in the crude-oil department for 

Gulf Oil Corp. A graduate of the Uni- 

versity of West Virginia in petroleum 

engineering, Owens also holds a master’s 

degree in business administration from 
Duquesne University. 
* 

Sam Rosenwasser, Mobil dealer in 
Brooklyn, N. Y., and chairman of the 
board of the Gasoline Merchants Assn. 
of Brooklyn, is recovering at his home 
after suffering a heart attack in October. 
He had been hospitalized for six weeks. 
Rosenwasser, who owns the “SR” service 
stations, is a member of the API’s gen- 
eral committee and considered the “fa- 
ther” of its service-station advisory com- 
mittee. 

om 

E. A. Williford, Houston, has been 
elected vice president of Kayo Oil Co., 
Chattanooga, a subsidiary of Continen- 
tal Oil Co. (NPN erroneously referred 
to him as president of Kayo in the Nov- 
ember issue.) Before moving to Tennes- 
see, Williford was assistant general man- 
ager of Conoco’s marketing department. 


rs 

James R. Wells, Wells Fuel Oil Co., 
Great Neck, L. I., N. Y., was elected by 
a wide majority to the Hempstead, L. L., 
council. He ran on the Republican ticket. 

« 

Tom Kremer, Cities Service commis- 
sion distributor, Winchester, Va., is re- 
covering from a coronary he suffered 
recently. Kremer is a member of API's 
commission wholesale marketers advisory 
committee. 


© 
Melvin Stillpass, Ashland jobber from 
Cincinnati, Ohio, was hospitalized in 
Lenox Hill hospital, New York, N.Y., 
after suffering a heart attack while visit- 
ing the city. At last report, he expected 
to be back in Cincinnati by Christmas. 
° 
The Association of Eastern Petro- 


leum Credit Managers elected new offi- 
cers at its recent 23rd annual conference 
in New York City. The following were 
elected: I. A. Keller, Shell Oil Co., 
president; D. C. Davies, Gulf Oil Corp., 
A. I. Richardson, Sun Oil Co., and W. E. 
Youngman, Texaco Inc., vice presidents. 
C. M. Mathewson, Cities Service Oil Co., 
and D. R. Meredith, Credit Assn. of 
western Pennsylvania, were reelected 
secretary-treasurer and assistant secre- 
tary-treasurer respectively. Elected to the 
credit association’s board of governor’s 
were: Davies; Keller; F. P. Dessoir, 
Mobil Oil Co., S. G. Steiner, Gulf Oil 
Corp.; and M. K. Terwilliger, Frontier 
Oil Refining Corp. 
7 

At a recent directors meeting of the 
Mitchell Oil Sales Co., Montclair, N. J., 
George C. DeVita was elected president 
and Edward J. Norman, executive vice 
president. The company was established 
in 1924 by W. Mitchell Rile, now treas- 
urer and chairman of the board. Rile is 
considered a key figure among fuel-oil 
men who aid in the promotion of oil 
heat. 

” 

Jerry Lamb has been appointed gen- 
eral manager of marketing for Reid Oil 
Co., Long Beach, Calif. The former re- 
finery bulk-sales representative for Union 
Oil Co. will be in charge of wholesale 
accounts and manage the independent 
marketing operations of Reid throughout 
California, Nevada, Arizona, and south- 
ern Oregon. 

e 

The Burning Oil Distributors Assn. of 
metropolitan Chicago has elected 1961 
officers. They are: I, L. Schurman, Con- 
sumers Petroleum Co., president; Gam- 
ble North, J. W. Petersen Coal & Oil 
Co., vice president; Harold Flanzer, 
National Fuel Co., secretary; and Harry 
Curran, Suburban Oil Co., treasurer. 
Harry A. Baldwin, Arrow Petroleum, 
was appointed a director. 
ry 

H. F. van der 

Voort is now gen- 

eral manager of 

marketing for Con- 
tinental Oil Co. 

Formerly market- 

ing manager for 

Conoco’s Rocky 

Mountain region, 

he will make his 

new headquarters 
in Houston. 
Van der Voort 
joined Conoco in 
1949 as a marketing analyst, and ad- 
vanced through a number of sales posi- 
tions in Washington, Idaho, and Colora- 
do. In 1958 he was appointed marketing 
operations manager at Houston, and the 
following year became marketing man- 
ager of the eight-state Rocky Mountain 
region, his most recent position. 

Also at Conoco, Dr. John E. Kircher 
has assumed the title of general mana- 
ger of the Southwestern region. Former- 
ly executive assistant to the senior vice 
president of Conoco in Houston, he will 


van der Voort 
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This line of hose helps keep 
70,000,000 vehicles on the move 


To service some 70 million motor vehicles with 
gas, air, water and grease, this nation’s 183,000 
service stations use uncounted miles of hose. Be- 
cause Gates is a major manufacturer of industrial 
hose, thousands and thousands of these stations 
rely upon Gates Curb Pump Hose, High Pressure 
Grease Hose, Air, Water and Low Pressure Steam 
Hose. 

In back of this broad acceptance of Gates Hose 
is a continuing program of specialized hose re- 


search at the multi-million dollar Gates Research 
Center. The aim of this specialized research is to 
increase hose utility, lengthen hose life and 
lower industry’s annual hose costs. 

Because Gates Hose is so widely preferred, it 
is quickly available from leading distributors in all 
industrial centers. These Gates Hose Distributors 
are listed in the phone book Yellow Pages. 


GZ, The Gates Rubber Company 
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Gates Industrial Hose 


The Mark of Specialized Research 


Made in a Full Range 
of Types and Sizes 





LEAN is essential to safe 


jet aircraft operation. Today, all aviation fuels 
in current service may be provided the ultimate 
protection against fuel contamination. The new 
Warner Lewis 2-stage separator/filter eliminates 
jet fuel contaminants — free 

water and dirt. This new equip- Warner 
ment developed by Warner LEWIS 
Lewis Company, pioneer manu- Company 
facturer of separator and filter  Qgiimamibamunmelia 


equipment for aviation refueling, delivers the 
cleanest fuel ever demanded by commercial or 
military aircraft. A Silent Servant of Safety, this 
equipment is installed at the fixed facilities and 
on refueler trucks and hydrant carts serving most 
of the world’s major airports. It is approved and 
in production for the U. S. Air 
Force under recent contracts. 
For further information, write 
Aviation Products Division, 
Warner Lewis Company. 
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now be headquartered in Fort Worth, 
Tex. He succeeds W. F. Ham Jr., who 
was recently elected a company vice pres- 
ident. 

+ 

The Society of Independent Gasoline 
Marketers of America (SIGMA), elected 
officers at its third annual meeting in 
Chicago. Elected were: A. M. Blakely, 
Blakely Oil Co., Phoenix, Ariz., presi- 
dent; Calvin Houghland, Direct Oil Cos., 
Nashville, Tenn., and R. J. Peterson, 
J. D. Streett & Co. Inc., St. Louis, Mo., 
vice presidents; and L. C. Latham, Rose 
Oil Co. of Dixie, Vicksburg, Miss., sec- 
retary-treasurer, 

» 

Bernard J. Heiart Jr., aide to seven of 
Esso Standard’s eight presidents, has re- 
tired after 44 years of service. Heiart 
joined Standard Oil Co. (New Jersey) 
in 1916 when he was 18. When Esso be- 
came a separate corporation in 1927 
Charles G. Black was elected its first 
president and Heiart became his secre- 
tary. Since then, he has also served as 
budget administrator, secretary of the 
headquarters operations committee, and 
assistant secretary of the company. 

» 

William P. Gee, has been elected vice 
president and assistant to the senior vice 
president for Texaco Inc. M. F. Gran- 
ville, also elected a vice president, suc- 
ceeds Gee as head of the petrochemicals 
department. 

The newly formed Petroleum Club of 
Indianapolis, Ind., has named Francis 
J. Schuster, Troy Oil Co., Indianapolis, 
as its president. Other officers are: J. T. 
Williams, Pure Oil Co., first vice presi- 
dent; F. B. Carroll, Texaco Inc., second 
vice president; and R. M. Conlon, Shell 
Oil Co., secretary-treasurer. 


® 

Herbert R. Miller has been named 
technical sales manager, special products 
and lubricating oil, for Phillips Petro- 
leum Co., in its international department 
in New York. 

7 

Edward R. Gaines, formerly manager 
of advertising and sales promotion for 
Champlin Oil & Refining Co., has been 
promoted to director of regional sales. 
Gaines will be responsible for all the 
company’s regional marketing opera- 
tions, and will continue to oversee the 
company’s advertising program. 

Also at Champlin, John Dewell, former 
division sales manager, is now regional 
sales manager in charge of the South- 
ern division, and Jack Schroeder, former 
general office sales manager, now heads 
up the Northern sales division as region- 
al manager. Both men are headquartered 
in Fort Worth, Tex., Champlin’s home 
Office. 

o 

Thomas W. Moore moves from New 
York to Houston to become vice presi- 
dent for supply and transportation for 
Humble Oil & Refining Co. Moore had 
been a vice president and a member of 
the board of management for Esso 
Standard. 


R. R. Jenkins succeeds Nicholas Tur- 
kevich as director of market research at 
Continental Oil Co. Formerly assistant 
manager for Conoco’s southwestern re- 
gion, he will make his headquarters in 
Houston. Turkevich has joined D’Arcy 
Advertising Co. of Chicago as director 
of market research there. 

* 

Mobil Oil Co. has realigned its West 
Coast marketing division, reducing the 
number of sales districts from 14 to 10. 
Mobil says the change is being made in 
order to cut down the communication 
time between the field and headquarters 
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organizations. The new sales districts and 
their managers are: Washington, R. W. 
Stickrod; Oregon, S. O. Sather; San 
Francisco Bay, D. F. Reed; Central Cal- 
ifornia, R. Giske; San Fernando, H. E. 
Wilson; San Bernardino, F. L. Kirkman; 
San Diego, R. H. Boeke; Arizona, M. J. 
Muehle; West Los Angeles, E. Neu- 
bauer; and East Los Angeles, E. E. 
Winters. 
* 

H. W. McCobb has been appointed 
regional coordinator in the Far East by 
Standard Oil Co. (New Jersey), follow- 
ing the dissolution of the Standard-Vac- 
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uum Oil Co. (NPN—Dec. p67), of 
which McCobb was vice president and 
director. He has spent 33 years in the 
international oil industry, the majority of 
the time in the Far Eastern area. 

J. A. McQuilkin, director of Stanvac 
since 1952, will remain with the com- 
pany as a vice president and a member 
of the executive committee, until it is 
completely broken up into two separate 
companies, Mobil Petroleum and Esso 
Standard Eastern. 

Arthur V. Danner, the new president 
of Mobil Petroleum Co., has also been 
elected an executive vice president of 
Socony Mobil. Dallas R. Lamont, vice 
president of research for Socony Mobil, 
suceeds Dannar as senior vice president 
in charge of research and engineering. 


* 

Charles J. Reller, treasurer of the 
Atlantic Refining Co., has been elected 
to the additional post of secretary of 
the firm. He succeeds Richard Rollins, 
who has retired. 

James A. Traver of the Sun Oil Co. 
in Buffalo, N. Y., has been elected chair- 
man of the New York State Petroleum 
Council’s western region. Traver, former- 
ly western region vice chairman, is suc- 
ceeded in that position by John A. Rath- 
bun of Texaco Inc., Buffalo. 

* 

Leonard W. Davis has been appointed 
northern division real-estate manager 
for Richfield Oil Corp., with headquar- 
ters in Seattle. 

s 

Four promotions in the financial ex- 
ecutive staff of Phillips Petroleum Co. 
have been made. B. F. Stradley, a di- 
rector of the company and member of 
the executive committee, has been ap- 
pointed to the new office of financial 
vice president. W. F. Martin is now 
treasurer and R. N. Sears secretary. 
O. W. Armstrong is assistant treasurer, 
succeeding T. V. Stevens, who is retiring 
after 34 years of service. 

*” 

David Haun succeeds J. G. Stout as 
personal assistant to W. M. V. Ash pres- 
ident of Shell Oil Co. of Canada Ltd. 

e 

William N. Pritchett has joined Kerr- 
McGee Oil Industries Inc. as manager of 
its southern sales region. He fills a posi- 
tion created recently when the company’s 
branded-marketing department  under- 
went a reorganization. He will be head- 
quartered in Oklahoma City. 

* 

Sun Oil Co. awarded engraved silver 
plaques to 32 of its veteran wholesale 
distributors at a recent dinner in their 
honor. The distributors have sold Sunoco 
products in 10 states for a total of 770 
years. Oldest distributor to be honored 
by Sun was Webster & Garner, Clio, 
Mich., which has been selling Sunoco 
products since 1922. 

e 

Harold G. Osborn, senior vice presi- 
dent of Continental Oil Co., has been 
elected chairman of the board of direc- 
tors of Continental Carbon Co., Conoco 


subsidiary. He will continue with his 
present duties in addition to those of 
board chairman. 
we 
R. O. Beauregard has been named 
heating-oil sales manager for Gulf Oil 
Corp.’s Boston marketing division. 


« 

J. M. Whalen, general traffic manager 
for American Oil Co., was elected presi- 
dent of the Transportation Club of the 
Petroleum Industry at the group’s recent 
annual meeting. He succeeds W. D. Ohle, 
general traffic manager of Sinclair Re- 
fining Co., who becomes vice chairman 
of the board of directors. 


© 

C. R. Skinner has been named ad- 
vertising manager for Frontier Refining 
Co., Denver, succeeding Marshall Meeks, 
who has resigned. Skinner, who was 
formerly assistant advertising manager, 
has been with Frontier since 1958. In 
his new position, he will be responsible 
for Frontier’s advertising and sales-pro- 
motional efforts on all levels. 

+ 

E. L. Hemming 
has been appointed 
vice president of 
sales for Wilshire 
Oil Co., new Gulf 
marketing subsidi- 
ary on the West 
Coast. 

Hemming, who 
has been with Gulf 
for 27 years, was 
most recently di- 
vision general 

Henning manager of Gulf’s 
Philadelphia sales division. A native of 
Ohio, he began as a service salesman in 
Columbus, Ohio, and advanced through 
several sales positions in the Ohio area. 
In 1951, he was appointed marketer of 
fleet sales in Toledo, and the following 
year, district manager at Cincinnati. In 
1956 he became Ohio division manager 
of retail and jobber sales, and the next 
year was transferred to Gulf’s general 
offices at Pittsburgh as coordinator of 
retail and jobber sales. 

The New York Desk and Derrick Club, 
an organization of women in the petro- 
leum industry, elected 1961 officers at 
its recent annual business meeting. New 
officers are: Edith W. Jones, Common- 
wealth Gas Corp., president; Adeline A. 
Dauzickas, Esso Export Corp., vice pres- 
ident; Edna L. Noonan, Clark Bros. Co., 
Loretta McEntegart, Ethyl Corp., Joan 
Collins, Socony Mobil Co., secretaries; 
Emma P. Mason, Gulf Oil Corp, treas- 
urer; and Helen McGovern, API, as- 
sistant treasurer. 

s 

Gordon L. Howell and Ervin E. Mer- 
rick have been promoted by the Okla- 
homa-Pate division of Humble Oil & 
Refining Co. Howell, who becomes dis- 
trict manager in Detroit, will direct the 
company’s retail marketing activities in 
the area. Merrick, as service-station re- 
tail sales manager of Oklahoma’s Chi- 
cago district, will take charge of the sales 
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and marketing operations of over 200 
service stations in Illinois, Iowa, and 
Indiana. 

* 

Six changes in Atlantic Refining’s do- 
mestic marketing department have been 
made. A. E. Lofquist has been named 
Providence district manager, succeeding 
L. E. Card, who moves to the real-estate 
group, New England region. G. S. Smith 
becomes manager of direct marketing, 
New England region, taking over for 
C. M. Robertson, who moves up to man- 
ager at Fall Rivers, Mass. H. M. Cal- 
hoon has been appointed manager of the 
newly consolidated Altoona and Greens- 
burg district, western Pennsylvania re- 
gion. He is succeeded as Erie district 
manager by J. C. Munch, previously 
manager at Altoona. 

= 

H. J. Geiger, assistant division man- 
ager of Esso Standard, has been re- 
elected chairman of the Louisiana Pe- 
troleum Council. Also elected were: 
R. G. Renaudin, Gulf Oil Corp., vice 
chairman; and Dean L. McGregor, Con- 
tinental Oil Co., secretary-treasurer. 


* 

Leonard O. Biddle has been named 
sales promotion coordinator for DX 
Sunray Oil Co. 

* 

Gulf Oil Corp. has 10 new sales man- 
agers in the East and Southeast. Their 
names and areas are: K. P. Coe, Col- 
lingswood, N. J.; F. E. Wyant, Wilming- 
ton, Del; John F. Walsh, Philadelphia, 
Pa.; J. A. Wagner, Harrisburg, Pa.; 
Robert E. Dart, Allentown, Pa.: R. A. 
Magnelli, Baltimore, Md.; M. F. Sloan 
Jr., Washington, D. C.; Frank B. Mar- 
wood, New Orleans, La.; Paul E. Nich- 
ols, Richmond, Va.; and Theodore F. 
Cramer, Nashville, Tenn. 

* 

Rudolph Cubic- 
ciotti is now ad- 
ministrative vice 
president of Witco 
Chemical Co. Inc. 
He had been vice 
president of Son- 
neborn Chemical 
and Refining 
Corp.. a _ wholly 
owned Witco sub- 
sidiary. Cubicciot- 

. ti is a long-time 

Cubicciotti member of the 
API, serving in 1954 as chairman of its 
lubrication committee. At present, he is 
chairman of its motor-oil study panel. 
In his new position, he will direct the 
planning and coordination of all Witco 
subsidiaries. 


O. Warren Hillgren has been named 
manager of advertising and public rela- 
tions for Wilshire Oil Co., recently ac- 
quired West Coast subsidiary of Gulf 
Oil Corp. In addition to advertising and 
public-relations activities, Hillgren will 
be responsible for all general merchan- 
dising activities and customer services. 
He was most recently retail sales mana- 
ger for Tidewater Oil Co. 
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Now—a ne , 
faster-moving ’ 


SAFETY «Ga 
CAP! * 





THE 


EATON “SAFE-CHEK’ 


PRESSURE RADIATOR CAP 


Greater safety appeal makes every car owner 

want it! Faster turnover and higher unit sale 

mean more profit. Here’s the new way to 

really safe radiator checking. Just a quick 

turn of the release opens a valve permitting 

pressurized steam or boiling water to vent 

safely through the overflow. Valve stays 16-CAp 
open without attention while pressure DISPLAY 

escapes. Cap can then be safely removed. A ASSORTMENT 
turn back closes the valve and completely UT SERVICES ALL 
seals in the pressure again. No buttons to E MODEL CARS WITH 
hold down. No levers to damage hood. HIGH PRESSURE SYSTEMS 


Cash in on this new fast-moving Eaton rder yours today! 
profit-maker. See your jobber or write direct. 


THERMOSTATS + GAS TANK CAPS + LOCKING CAPS 
BREATHER CAPS « PRESSURE CAPS 


EATON MANUFACTURING COMPANY 


STAMPING DIVISION + CLEVELAND 10, OHIO 


IN CANADA: Eaton Automotive Canada Limited +« London, Ontario 


AGAIN IN 1961 oo 


building more and greater 
outdoor signs for America’s 
leading marketers ~ sas 


OF 
SUCCESS 


plesti-lime inc. 


Knoxville Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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Deaths ... 


Dr. R. P. Anderson, former secretary 
of the API’s division of refining, died 
Nov. 26 at his home in West Chester, 
Pa., after a brief illness. He was 73. 
Anderson served with API for 20 years, 
from 1924-1944, 


Raymond C. Lassiat, 63, engineering 
consultant for Sun Oil Co., died Nov. 
13 while attending a professional foot- 
ball game in Philadelphia. He was con- 
sidered a leading authority on catalytic 
refining processes. He is survived by his 
wife and one son. 

« 


James A. (Bill- 
board) Jackson, 
83, special repre- 
sentative in Esso 
Standard’s public- 
relations _depart- 
ment, died Nov. 
15S in New York 
City after a long 
illness. He was 
considered a pio- 
neer in theatrical 
eine writing, _govern- 
ment service, and 
industry, and one of the acknowledged 
deans of Negro public-relations men. 
Jackson, who acquired his nickname 
while serving with Billboard, an enter- 
tainment trade journal, had been with 
Esso 21 years, 13 of them after the 
normal retirement age. 
“ 


John J. Glennon, 43, secretary-treas- 
urer of Glennon & Smith Inc., Seattle 
fuel-oil firm, was killed Oct. 10 when a 
jeep he was driving skidded on a frosty 
road and struck a utility pole. He was on 
a hunting trip in the mountains east of 
Seattle. 

a 


John F. Stacey, 75, former owner and 
operator of the Stacey Oil Co., died Oct. 
16 in Fulton, N. Y. He was chairman 
of the board of the Central New York 
Equipment Co. in Syracuse. He sold the 
Stacey Oil Co. in 1958. 

® 


William Lyte, 59, vice president of 
Douglas Oil Co. of California and gen- 
eral manager of United Asphalt Co., 
died of a heart attack in London on Oct. 
9. He had been traveling in Europe. 

A native of Oklahoma, Lyte had been 
with Douglas Oil for the past 13 years. 
Prior to that, he was president of Bell 
Oil and Refining Sales Co. He was a 
director of the Asphalt Institute and a 
member of the Petroleum Club. 

» 


Donald A. Bruns, 45-year-old presi- 
dent and treasurer of Bruns Oil & Ser- 
vice Co., heating-oil jobbership in Port- 
land, Me., died Nov. 15 while on a 
hunting trip in Nova Scotia. Bruns suf- 
fered a heart attack. 


156 NATIONAL PETROLEUM NEWS ° January, 1961 





A Filter Man’s Thinking 


We've got a job to do... now! 


Before we can look at our in- 
dustry picture for 1961, I’m 
going to ask you to agree with 
me on two points: 1) that the 
Dealer is the key man in the 
sale of filters . . . or for that 
matter, in the sale of any TBA 
item and 2) that the know-how 
and service he offers to his customers has not been 
sufficiently promoted to the car-owning public. 


We... manufacturers, suppliers, in fact all of 
us in the automotive industry . . . have failed to 
capitalize on the opportunity to prove to car 
owners that the Dealer is THE MAN to whom 
they should turn for advice in the care and main- 
tenance of their cars. We have failed to develop 
fully the image of the Dealer as a source of pro- 
fessional knowledge. 


At Purolator, we are convinced that such a pro- 
gram is urgently needed, and we are going to lead 
the way in getting the job started. Our entire 1961 
advertising and sales promotion program will be 
aimed towards this goal, and will be based on four 
simple words: LISTEN TO THE MAN. 


Weare going to put more money than ever before 
—the biggest advertising budget in filter history— 
behind this theme. It will influence motorists to 
look to Dealers for advice . . . Dealers will be able 
to do a better selling job with filters and other 
items . . . and you profit from this surge of in- 
creased business. In talking with people in our 
field, I have found that a filter sale actually leads 


to sales of other items, that the filter sale is only 
the beginning. 

How are we going to do this job? 

In the first place, we’re going to stimulate 
Dealers again with the biggest and best Bonanza 
offer we have ever had. Purolator’s record for 
Dealer promotions is outstanding and speaks for 
itself, so it is enough to say that the Sylvania tran- 
sistor radio will be the largest, most sales-producing 
premium offer this industry has ever seen. 


On MONITOR radio, over nearly 200 NBC sta- 
tions, the “Listen to the Man” message will be 
delivered to approximately 16 million motorists 
every week-end during the summer. 


In the spring and fall, spot radio will saturate 
the 70 major gas-consumption markets and com- 
bined with MONITOR will give us over 50,000 
commercial messages selling Purolator filters and 
selling the public on ‘Listen to the Man.” 

For visual impact, 600 Scotch-Lite signs will 
cover the major arteries in the country with the 
“Listen to the Man” message 24 hours a day every 
day of the year. 


However, we do not feel it is enough to just stock 
the Dealer and create a consumer demand for our 
product . . . we feel we must also create a desire in 
the consumer mind to deal with this “Man” on 
all car-care maintenance. In everything we do, we 
are going to make “Listen to the Man”’ the watch- 
word of the motorist and parlay this phrase into 
the biggest sales program we or any other filter 
manufacturer has ever had. 


b. 


Vice President 


PUROLATOR PRODUCTS INC. 
Rahway, N. J.; Toronto, Ontario, Canada 


P.S.: To see how this program kicks off, take a look at our Bonanza ad on Pages 64, 65. 
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SEARCHLIGHT SECTION 


rt 


EMPLOYMENT: er a) :EQUIPMENT 
BUSINESS: OPPORTUNITIES “USED OR RESALE 


Individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing on other than a _ contract 
basis, Contract rate quoted on request. 

Employment Opportunities—$31.00 per inch, sub- 
ject to Agency Commission. 


An advertising inch is measured % wed on 
one column, 3 columns—30 inches—to a pag 





DISPLAYED RATES—— UNDISPLAYED 
$1.80 per line, minimum 3 lines. To figure advance 


Positions Wanted take one-iaii of above rate 
Box Numbers in care our New York, Chicago & 


Discount of 10% if full payment is made in advance 
Send NEW ADS or Inquiries to Classified 


Advertising Division NATIONAL PETR 20- 
LEUM NEWS, P.O. Box 12, New York 36 


payment count 5 average words as a line. 


San Francisco offices count as one additional line.. 


for 4 consecutive insertions. 








ADDRE SS BOX ‘NO. REI 7 IES TO: ‘Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave 
SAN FRANCISCO 4: 68 Pos Post St. 
POSITIONS WANTED | 
20 “successful years as a Major brand marketer 
of all products. Leasing, property and dealer 
acquisitions. Jobbership sold. Desires a connec- 
tion where ability and experience can be proved. 
PW-5751, National Petroleum News. 





i have 10 yrs. experience selling major oll 
marketing equipt. in all areas east of Rockies. 
Desire position with Mfg. Salesmgr., Sales Rep. 
in any location. Available immediately. PW-5777, 
National Petroleum News. 


BUSINESS OPPORTUNITIES 


‘Bulk Oil Jobbing—Operation handling a major 
brand. Gallonage 4,056,974, sales $1,044,143.00; 
cash profit $91,544.72. Includes 6 modern service 
stations, bulk plant, trucks and all operating 
equipment. Federated Petroleum, 3228 Univer- 
sity, Madison, Wis. 


a a 








Wanted to buy—a gasoline distributorship or 
commissicn agency. Give complete details. BO- 
5795, National Petroleum News. 


Fer ‘Sele, Florida Stations 2 Independent sta- 
tions, large storage and frontage. Real Estate 
included. BO-5834, National Petroleum News. 


WANTED 








Anything within reason that is wanted in the 
field served by National Petroleum News can 
be quickly located through bringing it to the 
attention of thousands of men whose interest 
is assured because this is the business paper 
they read. 








_Fuel Oil 


substantial funds and sources 
purchase fuel oil jobbers and 
yr without terminals. Replies in 


BO 5727 National Petroleum News 
Class. Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 








Gasoline Dealers 


ilable to purchase gasoline 
se or lease si ngle or groups 
Stations. Replies in strict 


BO 5724 National Petroleum News 
Class. Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 








FOR SALE 
YT on Trac to r. 3750 
” Neptune Flow 
Meter. Dr Y Good 
condition ( ) 
Hopkins, Distributor. 


r 
A. D. 
P. O. Box 349, Stuart, Va. 








FOR SALE 
One Brockway 2200-gal oil truck, 1 Mack 
tractor with new engine, 3 trailer tanks 2200- 
4100 gal. capacity. Fully equipped for high- 
speed delivery. All equipment good condition. 
Rock bottom prices. 
LANGIE FUEL SERVICE INC. 
35-39 Gibbs St., Rochester, N. Y. 











AUTO ACCESSORY SALESMAN AND 
GASOLINE MERCHANDISER WANTED 


Excellent opportunity available with a mid-western 
oil jobber for a career salesman with a steady em- 
ployment record and experienced in selling TBA 
to dealers and merchandising and promoting gas- 
oline service station sales. Write full particulars 
including salary earned to: SW-5815 National 
in News, 520 N. Michigan Ave., Chicago 








Wanted: 
IDEAS AND PATENTS, 
ON SPECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 











SEARCHLIGHT 


EQUIPMENT LOCATING 
SERVICE 


No Cost or Obligation 


This service is aimed at helping you, 
the reader of “SSEARCHLIGHT’’, to 
locate Surplus new and used equip- 
ment not currently advertised. This 
service is for USER-BUYERS only. 
How to use: Check the dealer ads to 
see if what you want is currently 
advertised. If not, send us the speci- 
fications of the equipment. and/or 


below, Or on your own company let- 
terhead to: 

SEARCHLIGHT EQUIPMENT 
LOCATING SERVICE 
Classified Advertising 
c/o National Petroleum News 
P.O. Box 12, N. Y. 36, N. Y. 


Your requirements will be brought 
promptly to the attention of the 
equipment dealers advertising in this 
section. You will receive replies di- 
rectly from them. 


SEARCHLIGHT EQUIPMENT 
LOCATING SERVICE 
Classified Advertising 
National Petroleum News 
P.O. Box 12, N.Y. 36, N.Y. 


Please help us to locate the following 
used equipment: 


TITLE COMPANY 
STREET 
Guy ... ...ZONE. ....STATE 








1/60 


components wanted on the coupon |f 
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Marschner: Looking for ‘blue sky’ 


“MY JOB is to determine what the 
consumer wants in the future and how 
to give it to him at a profit,” says 
Donald C. Marschner, newly appoint- 
ed head of consumer research for 
Shell Oil. “My job takes us well be- 
yond the point where the company’s 
five-year program leaves off. I’m work- 
ing in 1970 and 1975 right now.” 

Marschner, who was named to his 
present post after heading the sales- 
promotion and advertising department 
for five years, is tackling his new 
assignment with enthusiasm. 

“There are many areas of study. A 
marketing revolution has hit all types 
of retailing, and we’re not immune. 
For example there are many ways of 
selling through shopping centers that 
haven't been exploited yet. The tap- 
ping of turnpike traffic hasn’t been 
done as efficiently as it should. And 
then there are the valuable and im- 
portant services we often give away 
or charge peanuts for.” 

Some of the “blue-sky” ideas now 
being studied by Marschner are: a 
home fuel cell which will supply the 
consumer with heat and automobile 
fuel; an attempt to automate car fuel- 
ing by adapting the airliner underwing 
fueling system; pipelines carrying 
gasoline from refinery to service sta- 
tion; and methods of automating 
gasoline dispersing at the station. 

Marschner joined Shell in 1929 as 
an advertising assistant in the Boston 
office after graduating from Brown 
University with a BA in economics. 
His choice of an oil-industry career 
was natural. His father was an oil- 
company construction engineer. 

In 1930 he was transferred to New 
York City and then moved to the 
South for sales training. In 1941 he 
took over as assistant manager of 
marketing-advertising and became act- 
ing manager two years later. 

He became manager of the sales- 
promotion and advertising department 
| in 1945. He moved to his present 
| position in August of 1960. 
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SCOVILL 


HAS THE 


FUEL OIL COUPLINGS FROM %” to 4” 


iper-Grip Reattachable. 1” to 4 


GAS PUMP COUPLINGS FROM %” to 1” 


\ ci teaand 
| jo) CU 


“—_ 


np Reattachable 
%” to l 


SPRING GUARDS FOR FUEL OIL AND 
GAS PUMP HOSE 


ings with External Spring Guard 


%," to 3 
™ 
LLL Axtaswnwe eee ill 
Seekaaaa oe 1 , Slteaatielelealaets. mmiihiibibe i 
y bE} | 
> A 


Reattachable Dubl-Guard Couplings w 
Spring Guard. 44” to ] 


COMPLETE EQUIPMENT FOR ATTACHING 
BY MACHINE OR HAND IS AVAILABLE. 


1SH61 
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“All 


permanent or reattachable 


Seovill now makes the industry’s 
most complete line of couplings for 
fuel oil and gas pump hose... in 
both reattachable and permanently 
attached types ... in a wide range 
of sizes ... to both commercial and 
military specifications. As always, 
Scovill provides the fastest delivery 
and the best service with warehouses 
across the country and the largest 
sales force in the industry. For com- 
plete details, write: Scovill Manu- 
facturing Company, Industrial Cou- 
plings, Waterbury 20, Connecticut. 


Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. San Fran- 
cisco, Calif.: 434 Brannan Street. Jacksonville, Fla.: 
P.O. Box 8366. Houston, Texas: 2323 University 
Boulevard. Toronto, Canada: 334 King Street, East. 


Hose Couplings by 
SCOVILL 








PARKER AIRCRAFT CO. FLUID SYSTEM COMPONENTS 





—_ 


PARKER fuel pressure regulators... 
proven standards for fueling... are cause for excitement!!! 


they are giving reliable fuel pressure 
control...with REAL SAFETY 


THERE ARE NO ADJUSTMENTS ON THIS COMPLETELY 
AUTOMATIC REGULATOR — TAMPER-PROOF —FOR 
SAFETY AND MAINTENANCE-FREE OPERATION 
FAST CLOSING TIME—0.3 seconds or faster—to keep surge 
pressure to the aircraft comfortably below allowable 120 psi. 
LOWEST PRESSURE DROP—3 psi at 600 GPM 


Now in service—with major airlines and fuel suppliers 


e Small compact design simplifies installation — body envelope within OD of connecting 
flanges 


e Available in DEMAND and BYPASS styles 


e And PARKER supplies complete literature for maintenance and service — and spare 
parts availability — backed up by the PARKER ENGINEERING SERVICE TEAM 


Complete fuel system components from PARKER: 
ADAPTERS VENTURIS NOZZLES COUPLERS SUMP CONTROLS BOTTOM LOADING VALVES 


S G fd pre — 
VA j f-& <— & ey 
o 4 OF ~! K co) is | rey 
. Aly BOL AS 
ee) oc 
PARKER AIRCRAFT CO. is the largest builder of fuel components and 
systems IN THE WORLD! And PARKER original equipment—up to 15 
years old—is still performing reliably under the severest service, CST =? 
ALL OVER THE WORLD! 


WRITE FOR DESCRIPTIVE LITERATURE AIRCRAFT CO. 


5827 WEST CENTURY BOULEVARD, LOS ANGELES 45, CALIFORNIA 
DISTRIBUTORS IN ALL MAJOR CITIES 
EUROPEAN AFFILIATE: PARKER-HANNIFIN N.V., SCHIPHOL AIRPORT, HOLLAND 


A DIVISION OF THE PARKER-HANNIFIN CORPORATION 
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e Status Symbol. Three robbers held up a Sohio station 
in Toledo. They used a_ chrome-plated sawed-off 
shotgun. 

Maybe the hoods thought they were knocking over the new 
DX station in Tulsa (see cover story). That one has gold-plated 
hose-nozzles. 





| 
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COOKIE CO. 


SCOTCH TEIKA : . 
4 
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e Texas Chill. Overheard in the lobby of the Gulf Build- 
ing in Houston, shortly after the mass migration from 
Pittsburgh: 
Native Houstonian: “Now that you're settled here, how 
do you think you're going to like our weather?” 
Transplanted Pittsburgher: “The weather’s okay, but 
this universal air-conditioning is freezing me.” 














“PVE NEVER SHEEN SUSH LOUSHY SHERVICE!” 








“Take me to your leader,” 
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Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 


CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 


DALLAS 1, 2100 Vaughn Bidg., 1712 Com- 
merce Street 
John Grant, Riverside 7-9721 


DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, 725 Prudential Bldg. 
Gene Holland, Jackson 6-1281 


LOS ANGELES 17, 1125 West 6th Street 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


PHILADELPHIA 3, 6 Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 4, 68 Post Street 
Robert Koch, Douglas 2-4600 
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TOKHEIM VANGUARD 


stinctively Different! 





Vanguard, newest of the new in 

nsers, makes money for its own- 

ers by being different. Because it is so mod- 
ern, so distinctive in appearance, it attracts 
business like a magnet. With pumps under- 
ground, quiet reigns on the island. The only 
sound is from the bell which signals each 
gallon delivered. High-intensity fluorescent 
tubes in the marquee give brilliant lighting 
to the dial and advertising panels. These 
are some of the reasons Vanguards are be- 
coming so popular. You would be wise to 
investigate. See your Tokheim representa- 
tive today, or write the factory for bulletin. 


pyr TOKHEIM CORPORATION 


FORT WAYNE, INDIANA ; 


SYMBOL OF EXCELLENCE 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A.G., Lucerne, Switzerland 
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otecting liquid assets! 


SMITH-ERIE METERS PREVENT PRODUCT 
LOSSES FROM STEALING YOUR PROFITS 


We don’t recommend that you haul by is the reason why Smith-Erie meters 
armored car, but we do suggest that you pay big dividends from the day 
take other strict measures to halt “liquid they’re installed. 
larceny” — accurate measures by Smith- Smith-Erie meters for these serv- 
Erie meters, for example. ices are available up to 1000 gpm 
Consider this: One of your trucks may with a wide variety of counters and 
haul 10,000,000 product gallons in one fittings to satisfy any need. See your 
year. At this rate it’s not surprising that Smith-Erie meter man for details. 


just a small measuring error beyond al- 
lowable tolerances can cost you several oe 
Through research <@@®  ...a better way 


times the value of a Smith-Erie meter. 


That’s why sustained accuracy in the 
metering of petroleum products is the 
focal point around which all Smith-Erie ewe 


meters are built. This ability to retain c OR © Ofte AT | OOM 
their accuracy for long periods of sus- 


tained operation over the full flow range Smith- FE. Division 


Factory: 1602 Wagner Ave., Erie, Pa. Offices: Atlanta 5, Ga.; Chicago 3, IIl.; Houston 2, Texas; Los Angeles 22, Calif.; New York 17, N.Y.; Newark, 
Calif.; Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. O. Smith INTERNATIONAL S.A., Milwaukee 1,Wisconsin, U.S.A. 





